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WNHC-TV DOMINATES AGAIN! 

In a 14-county area, covering 896,000 
TV homes, sign on to sign ofT, seven days a 
week, WNHC-TV delivers average audiences: 

a 210'Vi greater than top New York City station! 

a 244% greater than Hartford!! 

) a 174% greater than New Britain!!! 

WNHC-TV nearly triples monthly coverage 
of next Connecticut station, delivering all 
of Connecticut plus entire Springficld- 




Holyoke market area. Katz has \AJ WkM j^J ^P" \M 

proof: ARB. Nov. 1956; Nielsen WW W m I W 

NCS =2, 1956. 




jf NEW HAVEN -HARTFORD, CONN. 

y Channe, 8 

ABC-TV'CBS-TV 
Represented by KATZ 

■perated by : Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM • FM • TV, Philadelphia, Pa. ^/NBF-AM • FM • TV, Binghamton. N. Y. /WHGB-AM, Harrisburg, Pa. 
WFBG-AM • TV. Altoona, Pa. /wNMC-AM • FM • TV, New Haven-Hartford. Conn. /WLBR-TV, Lebanon, Pa. 
National Sales Office, 485 Lexington Avenue, New York 17, New York 

ESPECIALLY IN HARTFORD! 
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sixth in a scries of 12 ads 




VERSATILITY • ORIGINALITY 




. . . and twelve months 
out of every year 

stations under the sign of MEEKER 
benefit by: 



VERSATILITY virtually 
unique in the Rep field. 
Carefully selected 
staff with solid 
backgrounds in every 
phase of sales and 
broadcasting . . . 
Ad agencies, 
newspapers, networks, 
local station operation, 
magazines, research 
organizations and 
representatives. 

ORIGINALITY overcomes 
many a tough sales 
problem. 

We offer stations 

our original 

approach to problems 

of promotion, 

research, 

sales and service. 
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personalized 
selling 
of a 
limited list 



the meeker company, inc. 

radio and television station representatives 



new york Chicago san francisco los angeles Philadelphia 




Climaxing one ol the happiot annher-arie- in Sheraton hi— 
lor\ wa- llie rwi'iil opening of ii> now Philadelphia hold, \fter 
nineteen year- of -teady growth, ihc Sheraton family now num- 
ber- 16 hotel- in 32 eilie-. Al-o celebrating an annhcr-ary i- 
Sheraton'- distinethe "maga/.ine-po.-ter"' campaign now in its 
fourth hig year. Rl!l)0 Bo-ton i- proml to play a part in the 
continuing sitcee— of Sheraton, "the proude-t name in hotel-." 




Big, bold and beautiful, thi- one-[>agc ad doc- a three-way job 
for \rm-trong Cork Company - Cu-lrion-K/.c ihc remarkable 
new flouring that cu-hion- yonr -tep- with huilt-in air bubble-. 
Fir-I job wa- a- a merchandi-ing mailer to Armstrong dealer-. 
Then, the ad went to work in magazine- w ith a total circulation of 
more than 1 1 million. Now. a- a retail dr-play. the -amc ad help- 
keep Cu-hiomKze -ale- rolling in -lore- throughout the country. 




Pee la banana, ea tuba nana, drinkaba nana— that- Hanana-lang, 
\nd if award- are any indication. thi- campaign for United Fruit 
Company is a banana-ma-h hit. A* a eon-urner -erie-. Hanana- 
-lang wa- honored by Esquire magazine, and in Advertising 
slge. Adapted for trade paper-. Banana-lang won a prize in the 
Associated Bu-ine— Publication- conte-l. True to the campaign 
theme. Banana readership ha- been "whole-ome— and then -ome." 



Newest number in American >afety Razor (torpor almn line 
bid- to make children'- home haircut- a- unher-al a- the "vitur- 
day-night bath. Supreme Electric Home Mainlining Kit-im hide 
e\ery thing needed for profe— ional re-tilt-. >uprcme Kit T\ ioiii- 
mercial- feature hou -to-do-it footage, -trc— the money --aving 
angle. T\ time buy- for Supreme include co--pon-or-hi[i with 
AHi veteran 1'al Blade- on a network and regional ha-i-. 
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DIGEST OF ARTICLES 

The hypo spot tv needs 

33 Dollar figures shon fir-t quarter gain of 11.61 o\er la-t year. Hut tli i> 
t'vnanuc young medium needs the pu-h of hard and creative celling 

Television de Puerto Rico 

36 I'nerto Rico's rapid growth is paced by tv, which is Looming. Dollar 
economy, more tv sets and low cost-per-1.000 invite L", S. advertisers 

Do admen live in fear? 

39 Admen answer Budd Schulberg's jibe: ''in . . . advertising finding a 
man who isn't scared might make Diogenes' job look like a cinch" 

The time slot nobody else wanted 

4X ~^ r - Friendly put a local country music show opposite top rated $64,000 
Question. After one year he has gone from five to 11 furniture stores 

What a radio flop taught Humphreys 

42 When e.t.'s failed to deliver, live announcements by a personality proved 
the right combination in market-test launching new poison ivy remedy 

The tv fan who runs a network 

44 Leonard Goldenson is many things to ARC, but "Mr. Middle-Majority" 
lo himself. lli> aim is to make ABC leading net in both radio and tv 
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How timebuyers rate the reps 

An analysis of what makes good service and good selling today with 
an evaluation of where reps do best and where they need to improve 

Radio Basics/June 

Second of a regular monthly section which highlights key facts about 
radio — of interest to both spot radio and network advertisers 
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KTHS 




(LITTLE ROCK) 

Calls Them Right" 
in Umpire (Ark.)! 



50-County Pulse Proves 
KTHS Tops In Arkansas 

KTHS has the greatest coverage the greatest 
audience in Arkansas. Pulse figures show that it 
does ;i tremendous job. not only in Little Kock, 
but also in hundreds of smaller towns like Umpire, 
110 miles away in Howard Comity. 

Among .16 stations penetrating the 50-connty area 
surveyed, KTHS leads all other radio stations in 
190 quarter hours out of 240! 

For complete details, ask The Branhain Company. 



PULSE AREA SURVEY— NOV., 1956 


(50 Arfconsos Counties) 


All Little Rock rodio slotlons plus 56 


other slotions in the respective oreo. 


QUARTER HOUR LEADERSHIP (240 quarter hours) 




7 A.M. lo 7 P.M. 


KTHS 


190 quarter hours 


Stotion B 


50 quorter hours 


Slotion C 


None 


Stotion D 


None 


Stotion E 


None 


Slolion F 


None 


Stotion G 


None 


56 Olhers 


None 



KTHS 



50,000 Watts 
CBS Radio 



BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 

Represented by The Bronhom Co. 

Under Same Management as KWKH, Shreveport 

Henry Ctay, Executive Vice President 
B. G. Robertson, General Manager 
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Lotest Nielsen figures show KTHS with Weekly Doy- 
time circulation of 62 counties and over 120,000 
listening fomilies. NCS No. 2 — November, 1956. 




from PITTSBURGH to HARRISBURCi 



FIRST! 

World's Best Movies: WFBG-TV, 
Altoona, has exclusive rights to the 
great MGM, Warner Bros., 20th 
Century- Fox and RKO libraries . . . over 
2500 feature films that have topped all_ 
competition in market after market. 



FIRST! 

Audience Superiority : Only basic 
CBS-TV station covering the area, 
WFBG-TV, Altoona, also carries the 
outstanding ABC-TV programs. 
WFBG-TV delivers 30 of the top 40 
shows. Sign on to sign off, seven days 
a week, WFBG-TV delivers average 
ratings 30.1 % greater than nearest com- 
petitor; 71.4% more quarter-hour firsts. 



FIRST! 

Promotion Superiority: NUMBER 
ONE in the NATION in Billboard's 
19 th Annual Competition for 
Promotion of Feature Films, WFBG-TV, 
Altoona, is tops in promotion in the 
one-and-two station market category. 



For top-audience availabilities on WFBG-TV, check Blair-TV or Triangle's National Sales Office today 




c»«ot e contoubs 



JOHNSTOWN OVERLAP 



76 7 01 MORE 



IV rlUMb 



Every day more and more 
smart time- buyers switch 
to WFBG-TV, Altoona, because 
they realize that the audience 
west of Johnstown belongs 
to Pittsburgh .. .the audience 
east of Johnstown belongs 
to WFBG-TV. It's that simple. 
Your Blair-TV man has PROOF. 




A TRIANGLE STATION 




ALTOONA, PENNSYLVANIA 



Joy 



ONLY BASIC CBS-TV STATION SERVING THE AREA 




Channel 10 
ABC-TV • NBC-TV 

Represenfad by BLAIR-TV 



operated by : Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa 
WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV, Binghamton, N. Y. / WHGB-AM, Harrlsburg, Pa. 
WFBG-AM • TV. Altoona, Pa. / WNHC-AM • FM • TV, New Haven-Hartford, Conn. / WLBH-TV, Lebanon, Pa. 
National Sales Office, 4-85 Lexington Avenue, New York 17, New Yor«^ 



NOW 



280,000 




Tampa-St.Petersburg 

METROPOLITAN MARKET 



d by 



covere 




Television Magazine reports TV 
sets in the Tampa — St. Petersburg 
Metropolitan Area now total 280,000 
— an increase of 60,000 based on new 
circulation data! 

The WFLA-TV market is BIG! It 
offers the second largest metropoli- 
tan TV circulation available in Florida 
— and, it's also Florida's second and 
the nation's thirty-sixth market in 
retail sales. 

And that's not all! WFLA-TV gives 
you intensive coverage of this big, 
fast-growing metropolitan market — 
PLUS a rich 30-county area where 
industrial and agricultural payrolls 
create steady buying power every 
week of the year. 

WFLA-TV is the only Florida Sta- 
tion that delivers unduplicated NBC 
live programming within its 100-mile 
radius. 

See your BLAIR-TV man for top 
rated availabilities on this sales 
powerhouse of Florida's West Coast. 



wflaiv m, 

k.. NBC Basic hmtiicohhictki B # 



National Representative- BLAIR-TV Inc 



NEWSMAKER 

of the week 



RCA , s one-market promotion of color tv sets — tvitli near- 
800% sales inrrpn.se after few weeks heralds an intensive 
RCA nationwide fall effort. Five-week Milwaukee test showed 
high price is no stumbling block to color tv sales today, 
based on RCA results. RCA executives feel nation-wide fall 
campaign may start color television on tlie way to mass sales. 

The newsmaker: Is the color breakthrough now in the 
making? Robert Seitlel, executive v. p. in charge of RCA consumer 
products, told SPONSOR color sets are "no more a luxury item than a 
good car." That was two )ears ago. With the late spring '"Carnival 
in Color" promotion in Milwaukee. Bob Seidel and his top execu- 
tives think they've proved bis theory. 

Advertisers who've been color-testing packages, experimenting 
with color programs and with color commercials can look forward 
to the most intensive color tv drive )et. The color-tv promotion 
tested by RCA in Milwaukee in 
May goes national come fall. 

The Milwaukee test, master- 
minded and executed by Martin F. 
Bennett. RCA v.p. in charge of 
merchandising, at Seidels instiga- 
tion, proved "so conclusive^ suc- 
cessful, that we will extend the 
techniques during the coming 
months to even major market in 
the country,'" savs Bennett. 

Sale of color sets compared w ith 
the period prior to the campaign 
zoomed 783% (to over 450 a 
month ) . Two of the most important lessons the test taught w ill guide 
the planning of the nationwide effort beginning in fall: 

1. Seidel found 70% of the Milwaukee color tv sales were among 
the most expensive, not the lowest-price models. ''This proves to us 
that the public is ready for color tv today and that price is no 
deterrent." Seidel told SPONSOR. 

2. RCA got solid proof of how persuasive a color tv demonstra- 
tion is from fact that two out of every three home demonstrations 
brought a sale. As Bennett points out. "The average for the home 
appliance field is about one sale out of three home demonstrations." 

Se\en out of 10 people who bought color sets in the Milwaukee 
test passed up the $495 model in favor of sets costing up to S850. 

"This promotion showed us that color tv is priced right for large- 
volume sales," says Seidel. "It also showed us how whole-heartedly 
the dealers respond to any concerted merchandising effort to support 
color tv set sales. The Milwaukee campaign was a smash hit despite 
the fact that it was undertaken amid some unfavorable circumstances 
during a traditionally slack month for appliance sales." 

During the summer, RCA will stage multi-market promotions simi- 
lar to the Milwaukee "Carnival of Color," with additional hours of 
color telecasting by local stations. ^ 
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Robert Seidel 



! 



The 

adventures of 




starring 

with JameS Hong as the Number One Boy 



Here it is! Television's own brand-new half-hour 
series now being produced in Hollywood and in the 
intrigue-filled Hydrogen Age capitals of Europe — 
The NEW Adventures of Charlie Chan. He's the 
master mystery entertainer of them all — Enter- 
tainment's only Chinese detective. Loved by 

millions . . . eager audiences have laid down their dollars at box offices 
everywhere to thrill to the exciting cleverness of Earl Derr Biggers' famous 
fictional sleuth. Want to enjoy yourself and profit seeing Charlie Chan solve 
"The Case of The Profit-Building Program"? Just wire collect or phone 
tpa today for a private screening. 

Charlie Chan and his 

Number One Son have filmed commerical lead-ins and lead -outs for you. At 
small additional cost, you can wrap your local announcements with the prestige 
and power of introductions by Hollywood's stars! 





EDWARD SMALL • MILTON A. OORDON 

Chairman President 

488 Madison Ave 



MICHAEL M. SILLERM AN 

Eaeculivt Vice-Prtitdent 

New York 22, N. Y. • PL. 6-2100 



WDAY-TV DELIVERS 

520% MORE FARGO-MOORHEAD HOMES 

THAN STATION "B"! 




>M0M 



-IV 




WDAY-TV 


June 1956 








7-City Area ARB* 








12:00 - 5:00 P.M. 

403% MORE 








5:00 - 6:00 P.M. 

468% MORE 






STATION 

"B" 


6:00 - 10:00 P.M. 

118% MORE 








10:00 P.M. - Sign-Off 
400% MORE 


* North Dakota I alley City, Wahpeton, flillshoro, Fargo. 
Minnesota— Brcckonridgp, Fergus Falls, Moorhoad. 



That's right! — Deeeniher, 1956, ARB 
figures for Fargo-Moorhead credit WDAY- 
TV with an average of 520% more homes 
than Station "/>'"', for all time periods! 

WDAY-TV gets- 

760% More — 12 Noon to 5:00 P.M.! 
872% More — 5:00 P.M. to 6:00 P.M.! 
181 % More — 6:00 P.M. to 10:00 P.M.! 
270% More — 10:00 P.M. to Sign-Off! 

That's just the Fargo-Moorhead picture. 
June. 19.i 6 ARB figures (left) prove that 
WDAY-TV is almost as popular in five 
other Red River Valley eities — each 
between 40 and 60 miles away! 

Your Peters, Griffin, Woodward Colonel 
has all the faets. 

P. S. Average ARB Rating, 6:00-10:30 
P.M.. WDAY-TV— 43.6. Station "ZT— 11.9. 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated with NBC • ABC 

PETERS, GRIFFIN, WOODWARD, INC. 
Exclusive National Representatives 
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At wit significant tv arul radio 

news of the week with interpretation 

in defttli for busy reatlers 



SPONSOR-SCOPE 



15 JUNE 

OvfYTllkt IM7 
SPONSOR PUBLICATIONS I NO 



Last week a thoughtful ob*er\er of the Iv scene leaned bark in his chair and mused: 
"\ on kiKiw, sponsors have h**trned more tricks than bookies. Thev're pas*in*: their 
shows around like racetrack bets. Prctt\ soon the\'ll be selling alternate sponsorship in 
I.D.V 

II didn't quite come t < • that this week, but Maxwell House and BristoI-M\ er* got mightv 
close. Maxwell House arranged with H-M f(»r Ban to lake over itH Instant Coffee 
I.D.'s tin some 80 stations while tin* little brown Imds wcnl (»n a three-week rest. 

Wliile most stations informed their reps that this was O.K.. some dissented outright 
and more had the uneasy F <-<-I i n ir 1 1 • :t t this was an unhappy precedent. 

Argued the dissenters : It isn't fair to advertisers who ha\e been waiting in line to 
■ret better position* on the station's schedule. 

Their counter proposal: (11 Maxwell House should issue a cancellation plus an or- 
der for oceiipane\ of the-e I.D.'s after the three-week period, and l2l each account -hould 
pay its own bills. 

One CBS o&o. KWT. L. \.. went a step further: \fter other advertisers on the 
station improved their positions, the residue of the Maxwell spots were offered Ban. 
"Vote: Benton & Bowles is the ajrencv for Maxwell: BBDO handles Ban. 



Y&R's research department is taking a slab at that tantalizing morsel: A sys- 
tem for pickim; tv program winners. 

The project will start cautiously and modestly. The first chores will be to: 

• Trv to get a bel'er nnderstandimi of Iv entertainment trends. 

• Find out whether the elements that make a show successful can be measured. 

• Sec whether the tvpe of research used for a product before it's put on the market 
can be annlied to some extent to programing. 

Y&R's attitude about the outcome: If the research effort results in a simrle addi- 
tional successful show, then the orojeet has "jrot it made."* 

(See 23 February SP0XS0R-SC0PF for a report on a similar \BC undertaking. I 



If you take surviving shows as a criterion, network tv program costs percentage- 
wise have outdistanced the rise in tv homes over the past five years (128% vs. 
78%). 

Note what's happened to these surviving network programs: 



SHOW 


19>2-53 V«0X 


19"-58 •sF\«0\ 


Ed Sullivan 


$30,000 


% 79.000 


Red Skelton 


30.000 


52.000 


This Is Your Life 


12.000 


52.000 


Studio One 


22.000 


55.000 


Lux Video Theatre 


18.500 


IP,. 000 


Kraft Theatre 


20.000 


50.000 


Schlit/. Plavhouse 


23.500 


3P..000 


Your Hit Parade 


30.000 


19.000 


\rmstronjr Circle Theatre 


1 1.000 


13.000 


What's My Line 


.3.500 


28.000 


Dragnet 


21.000 


35.000 


Talent Scouts 


20.000 


32.000 


TOTAL 


«2 10.500 


«561.OO0 


Source of 1952-53 season show 


costs: ]H \pril 1953 


sponsor Compara^raph. 
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SPONSOR-SCOPE continued . 



What do tv-radio advertisers gripe about most these days? 

You can get a good clue by skimming this list collected during a recent session of the 
A\A's Committee on Complaints: 

• Bring forced to buy network tv programs in 39-52 packages, instead of in 
20-26 lots. 

• Stations pre-empting network-originated shows without reimbursing the adver- 
tiser for a share of the program cost. Or, if a spot series, for the cost of the syndicated 
film. 

• Stati ons substituting a spot announcement for part of a network program's 
credits. ( Particularly irate about this alleged practice: P&G.) 

• Triple-spotting. 



It looks as if Colgate is going into its new fiscal year (1 July) with a greatly 
truncated budget for advertising— around $28 million compared to $39 million for the 
year ending 30 June. 

Colgate's handy device for ad economy: Putting all brands of a particular prod- 
uct under a single umbrella. 

Other economy moves: Diminished action on Brisk, Ad. and the Colgate deodor- 
ant bar. 



Salvage ideas for some 50 new pilot films are bobbing up right and left. All 
have one common denominator: Wrap the unused celluloid into a 13- or 26-wcek 
package. 

Even one of the Madison Avenue agencies is working on such a plan, hoping to price 
the pilots at around $25,000 per. 

The owners are promised fl) some return on their otherwise gloomy investment, and 
(2) the ebanee that showcasing a pilot mi»ht stimulate interest in the whole series. 

Estimated investment in the 50 pilots is $2 million. 



Never underestimate the resourcefulness of the Little Woman. 

One of the reasons food chains now account for 37% of toiletries sales, as un- 
earthed bv a Park Avenue agency's marketing department: All the Old Man sees, should he 
glance over a checkout-counter tab, are raw figures; he ean't tell whether his better 
half bought lettuce or a lot of lipstick. 



Surprisingly, many a top sponsor takes a cavalier attitude toward county sales 
fiarures in planning an ad campaign. 

A cheek taken by one of the top four agencies shows that a substantial number of its 
clients have never taken the trouble to chart such figures. 

Commonly given reason: You don't harness your sales effort to the business done in an 
area: you work on such broad information as spendable income, retail sales, and the vari- 
ous local appeals of your product or service. 



Some agencies studying Professor Albert Frey's 15-pagc questionnaire on 
agency services and compensation think it may be too narrow, despite its length. 

An official in a topflight agency puts it this way: "The questionnaire deals only with 
mils and bolts service. 

"Totallv ignored are today's marketing planning, counseling, integrating aspects of the 
agenev field, not to mention psychological research. 

"Also disregarded are the services performed directly with the client's marketing di- 
rector, sales manager, merchandising men, and collateral relations. 

These add up to a lot of service and money these days." 
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Fs Ivistnum Kodak HwitcFiiug from J. Waller Thompson to Comptnii '! Madi- 
h«iii Avenue will gjive yon odds tliat it'n going to happen. 

Tine, the account lias boon with JWT for out 30 \ears (it whs Waller lline who 
brought it in). 

Rut. says Madison Avenue, times have changed rapidly. What K.istmaii now is up 
against basically is ;i mcrchandising-packaging problem, lis one-time hold on cam- 
era mechanics is broken; ditto its hold on processing. Meantime there's a flood of foreign 
competition to contend with. All this, say obscners, was signaled months ago when East- 
man abandoned fair-trading. 

Whatever the situation, Eastman's billings are worlFi noting — around $9 mil- 
lion Fast year, of which $4 million was spent for network tv and 5250,000 for spot tv. 

ABC Radio's president Roll Eastman apparently is veering more and more to- 
ward the CRS Radio policy of making five minutes tlie lowest unit that can lie 
Iiouglit on ARC. 

Tn instituting the five-minnte minimum this week. ARC withdrew an assortment of 
smaller packages, one of them offering 110 1 0-second announcements a week. 

Eastman's explanation of the move: Retter relations with station affiliates. 

NRC Radio and Mutual sell units as small as six and 10 seconds, respectively. Roth, 
of course, are I.D.'s. 



MRS lias ad on ted a cet-toiich policy with affiliates that consistently refuse to 
clear time for nework business. 

Station relations manager Rob Carpenter this week wrote IS affiliates: Tt's pointless 
to keen von on the ratecard if vou don't observe the clearance clause in vour contract. 

The network savs 415 stations, representing 83 9£ of the ratecard. have accepted the 
contract stemminsi from Mutual'* new news and music policy. 

To keep himself free to beat the bushes for business. CRS Radio sales v. p. John 
Karol this week turned over much of the denartment's routine administration to 
sales nianacer Ren Lochridse. 

Karol thinks that the $4.2 million net sale to Eord has skvrocketed radio's opportuni- 
ties, but that an open transom won't do the whole job. 

Put down Esty as an agency with mile-hiirh enthusiasm for radio. 

SPONSOR-SCOPE learned this week that Estv is: 

• Deeplv involved with practically every one of its accounts in radio buving or 
planning. 

• Evalnatinc; a i?3-million radio campaign recently completed for Pacrmin Cream 
to determine the possibilities of a repeat performance. 

• Pitchinsr this theme to clients: "Radio is not onlv the bijreest outdoor medium, 
hut the new outdoor poster." 

With all that rich priming of the pumn hv Pcl'G these past two weeks, na- 
tional snot tv should show some clowinc totals for this year's second and third 
miarters. 

The flow out of Cincinnati stems from both the leftovers of the last budget and the 
cominsi vear's funds. 

Rrand? involved in the push: Comet. Prell. Zest, and Tide. (See "The hvpo spot 
tv needs." page 33 this issue.) 

The Katz Agency's handy primer on today's basic concepts of tv and radio 
will be incorporated in SPONSOR'S Eall Facts issue 20 July. 

The Primer's intent: Update the veteran and initiate the newcomer. 
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SPONSOR-SCOPE continued 



Revlon's ad manager George Abrains this week gave SPONSOR-SCOPE this picture 
of his operations: 

ANTICIPATED SALES VOLUME: $100 million for 1957 as compared to $50 mil- 
lion in 1955. 

AD BUDGET: A minimum of $15 million for 1957, as compared to S7.5 million only 
two years ago. About 72% of the $15 million will go to tv. 

FOR SALE: Alternate sponsorship of the Guy Mitchell show on ABC TV for $30,000 
(net) per broadcast. 



Advertisers and ageneieg next month will gee a hard-hitting summary of the 
galeg impact of spot tv, compiled by the Blair company. 

The presentation — on slides and tape — will be sharply competitive with comparisons in- 
volving not onlv other media but network tv. 



Continuing cancer reportg keep the filters running ahead in cigaretteg galeg. 

During this year's first quarter, the splitup was as follows: filters, 41%; regular 39%; 
kings. 20%. The mentholated brands got 6% of the entire market. 



Here's the kind of incident that keeps the reus and radio networks feuding: 

On being informed this week that a certain Midwest station hadn't cleared for a five- 
minute spot, an agency asked the network what the rebate would come to. The answer: 
SI 4.72. 

The agencv then decided to replace the hole with a one-minute spot on the same sta- 
tion. Cost: $31. 



Top management in some of the major agencies will tell you that the No. 1 
problem over the next two years will be gearing themselves to the constant flux 
of the marketing process. 

Thev anticipate that the trend will be toward further integration of thinking with client 
top levels. The focus will be on the ability to contribute to sound marketing management 
and improvement of the product's quality. 

As one agency partner put it this week: "It looks like a tough competitive period for our 
business. It's going to separate the men from the boys." 

SPONSOR-SCOPE this week asked the ad manager for one of the big soaps 
whether his company had made any strategy changes in planning this fall's tv 
schedules. 

His answer in a nutshell was: "Our strategy is that we try to pinpoint our audience 
target as closelv as possible and spread our money where we think we'll get the lowest cost- 
per-1.000." 

He also reiterated these principles that propel the soap business: 

• While brand leadership is important, the main objective is tonnage sales of the 
particular product. 

• Brand leadership ha= this advantage: Yon pile up a reserve for developing more 
products. 

• Investment spending fat an operating loss) is justified onlv by vour chances of gaining 
a competitive share of the market for that product within a year or two. 

For other news coverage In this issue, see Newsmaker of the Week, page 6: New 
and Renew, page 53: Spot Buys, page 59: News and Idea Wrap-L T p. Page 62; Washington 
Week, page 81 ; SPONSOR Hears, page 84: and Tv and Radio Newsmakers, page 90. 
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Newest Twin Cities Pulse is further proof that 1956 figures are worthless for 1957 time-buying. 

WDGY is now ;in even stronger first even afternoon.* 

Look at tin' chart at the left . . . and ve how far WDGY ha- conic 
on Pulse in the last 12 months. Storz Station programming excite- 
int'iit has overturned radio li-teniiig habits of a generation and I'ul-e 
isn't alone in reflecting it. 

WDGY is first XSl area 9 a.in.-(i p.m. Monday-Saturday. 
WDGY is first all day per latest Trcndex. In every recent report. 
WDGY ha- a big lir.-t place audience -tory ! 

This is hardly the way things were 12 months ;i«u. ami tlm- biiynn; 
.M inneapolis-St. Paul on the strength of outdated figures, or obsolete 
"images" can be misleading. Scrap them . . . and let John Blair 
update* you. Or, talk to WDGY General Manager Steve Labnn-ki. 

*: March-April l«).'i7 Pulse. 

WDGY oO.ooo trtitts Minneapolis-St. Paul 



P U 1 


. S E UP! 


(7 a.m.-7 


p.m., Mon.-Fri.) 


March 




April 


2.8 


1956 




March 


6.1 


April 


1957 



~o day's Radio for Today's Selling 




WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



TODD STOR 

President 




KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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TIME AFTER 





outstanding achievements In TV audience 
research and Director of PULSE, INC. He's seen 
here wrih a group of Pulse house to house inter- 
viewers, assembled for their regular monthly 
briefing session. These are some of the people 
who gather some of the facts that prove ZIV 
shows are atl-the-time rating winners* 



NOW READY 
TO MAKE 
RATING 
HISTORY! 



r 



7 



:iv s NEW, ALL-NEW MYSTERY- ADVENTURE SERIES 

The NEW Adventures of 

Your own markets may be 
among the few unsold to 
date for sponsorship of 
Ziv's newest rating winning 
series. Wire or phone for a 
thrilling audition, but quick! 

starring Academy Award Winner 

William Gargan 





1ME IN CITY AFTER CITY 1 



"Highway Patrol" 




E 




"The Man Called X" 



.'57 



IN SALT LAKE CITY 

41 .4 



BEATS Ed Sullivan. I 
Love lucy. $64,000 
Question, Perry Como 
and many others ARB 



IN BIRMINGHAM 



IN HOUSTON 



.'57 
£'56 
•V. '56 
T. '56 



37.4 



IN PITTSBURGH 



BEATS: Ed Sullivan. I 
love Lucy Oisneyland. 
Phil Silvers and many 
otners AfcB 



IN BALTIMORE 



1. 



BEATS: Oragnet. law 
rence Welk What's 
My line. Phi! Silvers 
and many others ARB 



IN PITTSBURGH 



IN NEW ORLEANS 



IN SAN FRANCISCO 

26.1 



IN BALTIMORE 



BEATS Ed Sullivan. 
$64,000 Question. I 
love Lucy. Climai. 
and others PULSE 



BEATS: Oragnet. Play 
house 90. Red Skel 
ton. Steve Allen and 
many others ARB 




BEATS: Georp.e GoM 
Lawrence Weik Ois 
neyland. Steve Allen, 
and others PULSE 



BEATS: Georpe Gobel. 
Kraft TV Theatre. Sid 
Caesar Robert Mont 
pomery Presents, and 
many others ARB 

BEATS: Arthur God 
trey. Playhouse 90. 
What's My Line Wyatt 
E a r p . and many 
others ARB 



BEATS: Playhouse 90. 
Steve Allen. Red Skel- 
ton. G E Theatre, and 
many others ARB 



IN PORTLAND 



49.8 



BEATS: Ed Sullivan. 
Perry Como. Groucho 
Marx. Playhouse 90 
and many others. ARB 



IN ATLANTA 



21.6 



BEATS: Perry Como. 
Bob Hope. Playhouse 
90. Oisneyland. and 
many others ARB 



BEATS: Playhouse 90 
Phil Silvers. Arthur 
Godlrey. Steve Allen 
and many others ARB 



T. '56 



IN SAN ANTONIO 



I 



BEATS: Climax. Orag 
net. GE Theatre. 
What's My line, and 
many others PULSE 



IN SANTA BARBARA 

24.6 



BEATS: Ed Sullivan. 
Perry Como. Clima> 
Lawrence Welk. and 
many others. ARB 



.'56 



IN DETROIT 



33.1 



Y '56 



E '56 



W'56 



IN CLEVELAND 



IN BOSTON 



BEATS: Ed Sullivan. 
Groucho Marx. Climax. 
Oragnet and many 
others ARB 



BEATS: Ed Sullivan. 
Groucho Man Climai. 
Dragnet, and many 
others. ARB 



BEATS: What's My 
Line. Oragnet. George 
Gobel. Sid Caesar and 
many others ARB 



IN NEW ORLEANS 

22.8 

IN SEATTLE-TACOMA 

20.4 



IN SALT LAKE CITY 



IN COLUMBUS 



42.1 



.'56 



IN CINCINNATI 



BEATS: Ed Sullivan, 
Groucho Man. Climai. 
Lawrence Welk. and 
many others ARB 

BEAIS. $64,000 Ques 
tion. Red Skelton. 
What's My Line. Phil 
Silvers and many 
others ARB 



IN SAN ANTONIO 

29.4 



BEATS: Ed Sullivan 
$64 000 Question 
Lawrence Welk. Ois 
neyland. and many 
others PULSE 



BEATS: Climax. Orag 
net. Godfrey's Talent 
Scouts. Steve Allen, 
and many others ARB 



BEATS: Lawrence 
Welk. Oisneyland. Red 
Skelton. Wyatt Earp. 
and many others ARB 

BEATS: Perry Como 
Wyatt Earp. This Is 
Your Lite, fireside 
Theatre, and many 
others PULSE 



S 

Not just one survey, not just one month, but 
almas! always! That's how often you find 
Ziv shows at the very top of the rating lists. 
So if you want the CONSISTENTLY BIG 
AUDIENCE of a CONSISTENTLY HIGH-RATED 
SHOW, join the big happy family of Ziv 
show sponsors. 



IN CHICAGO 



BEATS: Groucho Man. 
Wyatt Earp. Oragnet. 
Godlrey & His Friends, 
and many others ARB 



FROM THE WP NAME 
in syfVPlCAr/OrV 

ifi COMMIT 



IN NORFOLK 



IN SYRACUSE 



IN BUFFALO 



23.0 



BEATS Perry Como 
3*renre iif n ford 
theatre U S S>e 
Hour and many 
ot t<\ ARB 

BEATS Lauren r 
W<- k US Steel Hour 
P at N Theatre Ford 
theatre and manr 
otriei<, ARB 



BEAIS. Terr/ Como 
Georp» Go » idCae 
sar (me ford and 
many othe's I'UISF 



IN COLUMBUS 



22.0 



IN SAN ANTONIO 



BEATS. Playhouse 90 
Phil Silvers Sid Cae 
sar Robert f.'ontpom 
ery Presents, and 
many others ARB 



BEATS Oragnet Ar 
thur Godfrey Georpe 
Gobel Steve Alien and 
many others PULSE 



IN ALBANY-SCHENECTADY-TROY 

BEATS Ed Su ivan 
lark Benny lawenre 
Welk Arthur Godlrey 
and many others ARB 



26.9 



IN SOUTH BEND-ELKHART 

BEATS Groucho Man 
Dragnet Oisney and 
Steve Alien and many 
others ARB 



IN BALTIMORE 



20.1 



BEATS: Groucho Man 
Orapnet Phi Si vers. 
Disneyland and man/ 
others ARB 



IN BOSTON 



22.9 



BEATS: Disneyland. 
Steve A len. What's 
My line Th s Is Your 
life and others ARB 



IN NEW ORLEANS 



BEATS: Ed Sul ivan. 
Orapnet I Love Lucy 
$64 000 Question 
and others PULSE 



IN BIRMINGHAM 

34.8 



IN MILWAUKEE 

22.9 



BEATS: C ma. Bob 
Hope Th s ts Your 
1 ile lawenre We k 
and others PULSE 



BEATS C mai A- 
Godlrey '•' i n Be 

S!ad o 0 and 
oth<> s P E 




you dive 




Timebuyers 
at work 




into the big 
South Texas 
Market . . . 




Get the facts, man — get the 
facts. 

Get the facts on the wonderful, 
wonderful new KONO Radio 
that is setting new, higher- 
than-ever records in listenership 
throughout its 51 -county South 
Texas market. 

There's a big, big swing to 
more and more listening on the 
station that already had 49% 
PENETRATION in San Antonio's 
home county. 

KONO is better than ever . . . 
and there's NO RATE INCREASE 
. . . not yet! So get the facts 
. . . call your 

H-R 

or CLARKE BROWN man now! 



860 kc 



5000 walls 




Charles Campbell, \!ae\lnmis. John & Adam*. Bluoinfield Hills, 
Midi.; Inner for Ponliac. sa\s: "Agencies should give complete 
(It-tails to reps and r-tatious on their spot campaigns. A better 
understanding of a client 1 * campaign and ultimate sales goal helps 
e\er\one to find more effective wa\s lo make the campaign a Suc- 
re.-*. It also helps the local sta- 
tions to see how and win their fa- 
cilities arc being used in the over- 
all strategy. With a more coop- 
cratiw attitude toward the sta- 
lious. its amazing how man) local 
plans and ideas pop up that can be 
einplo)cd to better serve the client. 
\n\ Inner who claims to be an ex- 
pert on | he nation's top 100 tv 
markets is either crazy or vasth 
underpaid. Local conditions and 
altitudes must be taken into con- 
sideration on an) national spot campaign and these local factors can 
onl\ be learned through greater cooperation with the men who 
service these markets on a day-to-day basis. Until we are all re- 
placed b\ IBM machines, let's tr\ to learn as we go rather than to 
gel so wrapped up in ratings and budgets that we forget what we're 
tr\ ing to accomplish and that is to fell our clients' product. ' 



Janice Carrel, Guild, Bascom & Bonfilgi, Inc., San Francisco, time- 
bin er for varied accounts. sa\s: "More tv stations should adopt 
standardized methods of classif\ing time and simplified methods of 
granting discounts. A Inner must be a Philadelphia lawyer or a 
magician to keep pace with changing adjacencies and ratings and to 




SAN ANTONIO 



Radio 



upgrade schedules which initially 
were less than spectacular. For 
example, in a single market each 
station will have different hours 
classified AA. B. etc.. with varying 
policies as to whether a spot on the 
break hour will take the higher 
rate, and whether 10-seconds may 
join their big brother 20"s and 
(>0's for discount purposes. There 
is no uniformity on discounts for 
20-. 39- or 52-week contracts, and 
some stations grant no discounts 
at all. One station we do business with has three different discount- 
ing methods on one contract. At one point this contract was subject 
to three different card;- within the year. Also, there had to be a 
separate contract for the four or fhe 10-second spots. This is an 
extreme case, but main stations write over-complicated rate cards. 
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from 
9 to Noon 
in the 
nation's 
Capital, 

WRC is . . . 




THE NEW 

SPEAKER 
OF THE 
HOUSE! 




The best time to reach the keeper of the family purse- 
strings is 9 AM to Noon. In Washington, WRC is tops in this all-important time period, 
winning a 26% share of the total radio audience, 62% more than the second station.* 

Al Ross' "Timekeeper" program, Gene Archer's "Date in Washington" and NBC's 
"Bandstand" with Bert Parks are the big attractions that win the homemaker audience. 

In Washington's 17- radio -station market, a plurality like this, early in the day, means 
greater returns by nightfall for WRC-advertised products. WRC Radio should be speaking 
for your product now in the nation's capital. TXT f \ Q /"\ 

"NSI Report— Washington D. C. Area- January 1957 YY *2 C-J \J 



WASHINGTON, D. C. SOLD BY InbCI SPOT SALES 
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IT'S UNEARTHLY! 




MONITOR Sales Keep Going 
Up And Up, At A Rate That 
Is Right Out Of This World! 

Net-dollar volume for monitor's first 
quarter 1957 was 239% ahead of the 
first quarter last year, monitor's net- 
dollar volume as of May 15, 1957, 
already exceeds that of the entire 
year 1956. And third and fourth 
quarter orders are rocketing in. 

16 brand-new advertisers, and 13 
backforasecond helping.provide the 
power for monitor's atomic surge. 

Here are some reasons why monitor 
appeals so strongly to advertisers: 

• 15 announcements on monitor de- 
liver over 6'j million listener home 
impressions — not counting the au- 
dience reached through car radios 
and picnic-basket portables. 

'• monitor gives all advertisers max- 
imum flexibility in choosing the time, 
frequency, and audience-groups that 
their marketing strategies demand. 

• monitor offers advertisers custom- 
tailored merchandising plans. * 

• monitor's programming is fast- 
moving, varied. Listeners really 
listen— because there's always some- 
thing interesting to listen to. 

Now's the season when America 
becomes a nation on wheels. With 
39 million cars equipped with radios, 
monitor will be traveling faster than 
ever, every weekend from now on. 

Want to come along for the ride? 

NBC RADIO 



by Joe Csida 



TWO MTS 
and NEVER 



A MISS 



Sponsor 






V 



Plenty of ways to skin the fee tv cat 

ISright men with substantial mental and mone- 
tary resources have alwajs been aware that if a 
cat was worth skinning at all. there were several 
approaches to the denuding. Any number of 
bright men, not all necessarily affiliated with one 
another, have demonstrated their firm convic- 
tion that the fee television kitten is eminent}} 
worth skinning. 

Thus, even while some anti-toll tv observers were gloating over the 
fac t that the Federal Communications Commission wouldn't be ready 
for a long time to authorize new fee tv tests, here and there around 
the country, bright men were doggedly exploring new devices for 
removing the pussy's pelt. Which mixed zoological metaphor merely 
means, for example: 

► That various bright men with the American Telephone and Tele- 
graph Co. and other leased-line entepreneurs were counting the fabu- 
lous leasing fees which might accrue to them if pay-as-you-see im- 
pressarios would be willing to finance large portions of the cost of 
originally laying closed circuit lines, then lease same on long term 
deals. (It is estimated that such lines would lease for approximately 
$10,000 per mile per year.) 

► That these same bright AT&T, and other phone men have been in 
touch with other bright men, who control theatre chains, sporting 
events, Broadway shows, etc.. or have at least the fee tv rights to 
such events. 

Fee tv involved in Dodger move 

Portions of this were revealed in recent weeks in connection with 
the much discussed move of the Brooklyn Dodgers and the New 
York Giants from the East to Los Angeles and San Francisco re- 
spectively. As of this writing it has been said that one Matty Fox 
of the Skiatron Corp. has either offered to pay or already contracted 
with Walter O'Malley, the head of the Brooklyn ball club for the 
pav-as-you-see tv rights to the Brooklyn club's ball games. The 
amount Mr. Fox is reported to have agreed to give Mr. O'Malley for 
a season's games is $2,000,000. 

Mr. Fox is, of course, the same gentleman who blazed some of the 
earliest multi-million dollar trails down which feature Hollywood 
film product was delivered to television. Mr. Fox. too. is the same 
gentleman, who in recent weeks has been negotiating with Mark 
Sullivan, president of the Pacific Telephone and Telegraph Co., to 
have the PT&T feed Dodger ballgames via closed circuit tv to such 
customers as would like to pa\ for such ballcasts. 

It is a safe guess that practically every Broadway producer, from 
Herman Levin, who put on "M\ Fair Lady" to the producer of the 
newest Main Stem hit. has been approached in one fashion or an- 
other. b\ one pa} -as-you-see tv promoter or another. Like any new 
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announcing... 



and 



Stew Nafimal 



HOOKUP! 




BERNARD HOWARD 



QUICK, EASY "AVAILS"— BILLING- 
PERFORMANCE 

Now for easy buying, easy billing, more effecti\c sales 
to the vast Negro Market in the Gold Coast of the 
Gulf Coast . . . the OK Group announces its affiliation 
with Stars National now representing the entire group 
of six OK Stations. Now get Availabilities from one 
"Rep" . . one Bill . . one Affidavit . . one Proof of 
Performance . . one Guarantee of Merchandising Co- 
operation. You can buy the top Negro Markets reach- 
ing 1,500,000 Negroes'. 

MORE NEGRO FACTS— MORE NEGRO SALES 

Included are the three largest Negro Southern Cities 
. . . New Orleans, Houston, and Memphis. Buy a 
package deal for these three markets at an amazing 
low price. Cover 1,250,000 Negroes in the three 
fastest growing southern cities with the highest Negro 
annual family income in the South. 

More intensive proven information and facts about 
the Negro Market than any other source. A?k for the 
facts . . . Write or Call 



OK 



r 




HOUSTON f 



DESIGNED TO DELIVER THE 
LUCRATIVE SOUTHERN 
NEGRO MARKET 

Mr. Bernard I lovvard, President of Stars 
National, Inc., is pleased to announce 
the association of the OK Group with his 
organization. This association offers ad 
vertisers the organized research and mer- 
chandising facilities of the OK Group 
and Stars National . . . incorporating 
complete factual data concerning the OK 
Group Negro Market. For quick and 
expert service on availabilities, program 
and personality information, market 
data . . . including the famous Houston 
Survey, the Middle South Research Re- 
port, and main - other important facts 
covering the OK Group story. . . Con 
tact the nearest Stars National office. 



Stanley W. Ray, Jr., Exec. Vice-Pre s . 4 Gen. Mgr., 
505 Baronne Street, New Orleans 12, Louisiana. 



400 Madison Ave. 
New York, Chicago 
Los Angeles, San Francisco 
Atlanta, Dallas 




114% MORE audience 
than Station B ALL DAY!* 




5000 




LIVELY WATTS 



W 



Mar.-Apr. '57 Hooper In Lansing Shows 
MONDAY THRU FRIDAY 



7:00 a.m.- 1 2 noon 
12 noon-6:00 p.m. 



WILS 

61.4 
53.7 



Station B 

23.5 
30.1 



r 



MORE listeners 
than all other 
stations heard in 
Lansing combined. 

*Mar. thru Apr. 
average C. E. 
Hooper, Inc. 




WILS 

fONffc n GWs s ^yte 




Represented Nationally by 
Venard, Rintoul & McConnell, Inc. 




Sponsor backstage continued 



venture holding the promise of multi-million dollar profits pay-as- 
vou-see has its phony, gold-brick promoters. But it also has its 
fmaneiall) sound and resourceful .promoters, who have already sunk 
a few million dollars worth of time and monev into the subscription 
\ ideo business, and mean to get it all back, and then some. 

And the) are not all high-level financier-business men of the 
Matt) Fox t)pe. In the Southwest, for example, one of the furthest 
advanced closed-circuit fee-tv projects is under way. This is project 
of a currently thriving theatre chain, known as Video Independent 
Theatres, who own about 200 theatres in Texas. Oklahoma and New 
Mexico, of which about a fourth are drive-ins and the remainder 
closed-in houses. \TT has worked out a deal w ith the Southwestern 
Bell Telephone Co.. which will result in about 40 miles of new co- 
axial cable being laid around Bartlesville, Oklahoma. ^ IT would 
lease these closed circuit lines from Southwestern Bell, and transmit 
various t) pes of television shows and ev ents over the lines at a fixed 
subscription fee. 

Advertisers could lose potent sales vehicles 
It has. of course, been brought out at various FCC and other 
meetings that one type of cable system or another is already actually 
being utilized in many sections of the country for community tele- 
vision system projects. It should come as a surprise to no one to see 
the operators of many community television projects working closely 
with theatre chain operators such as VIT. 

Just how soon, if ever, subscription television will have any real 
significance to tv advertisers or their agencies is a difficult question 
to answer at this point. It goes without saying that if pay-as-you- 
see-tv secures the rights to some of the nation's outstanding events 
(World Series, Kentucky Derby, basketball playoffs, etc J, adver- 
tisers such as Cillette could conceivably lose potent sales and mer- 
chandising vehicles. 

It is also within the realm of possibility, however, that closed cir- 
cuit tv ''networks" may eventually be another advertising and mer- 
chandising medium. When, as and if it is more profitable for the 
promoter who controls a closed-circuit setup and some choice events 
to sell it to a sponsor rather than to individuals on a pay-as-you-see 
basis, just then will advertisers have a new outlet for promoting their 
wares. 

Of one thing we may all be sure: When as many bright men as 
have indicated their belief in subscription television go after making 
it a reality, there is an excellent chance that it will develop into just 
that. The balance of 1957, and 1958 should see some further fasci- 
nating, possibly highlv significant developments for advertisers and 
agencies in this field. ^ 



Letters to Joe Csida are welcome 

Do you always agree with what Joe Csida says in Sponsor 
Backstage? Both Joe and the editors of sponsor will be happy 
to receive and print your comments. Address them to Joe 
Csida. c/o sponsor. 40 E. 49th, Aeir York 17. Xew York. 
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IN INLAND CALIFORNIA (and western Nevada 



"BEEL!NEr Ao, ° 




This group of mountain -ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combin- 
ation of competitive stations . . . at by 
far the lowest cost per thousand. 

(Nielsen & SR&D) 
They serve this amazingly rich in- 
land market which contains 5 of the 
top 9 counties in farm income in the 
entire United States — and has an 
effective buying income of almost $4.3 
billion dollars. (Sales Management's 
1956 Copyrighted Survey & U.S. Dept. 
of Agriculture's 1954 agricultural 
census) 



/UcCtatcJuf 



Sacramento, California 
Paul H. Raymer Co., 
National Representative 



W I \ 

KBEEB m odes 



AKERSFIELD 
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FAR MORE THAN BRICK 
AND CONCRETE BLOCK 



WJW-TV— Cleveland, Ohio 



WSPD-TV— Toledo, Ohio 



The Storer Broadcasting Company is naturally proud of 
its television station studios and facilities. The latest, 
most modern equipment in the hands of trained, profes- 
sional people will obviously provide the best in television 
programming and advertising production. 

But we prefer to think of these structures as monu- 
ments to Storer success — and certainly not just financial 
achievement. Every brick and every block, we think, is 
mute testimony to the large audience response to Storer 
TV programming — to entertainment ability — to a consci- 
entious recognition of community needs — to faith in the 
integrity of our advertisers. 

And the Storer Broadcasting Company is grateful for 
its good fortune in being a part of America's most influential 
medium — broadcasting, both sight and sound. To process 
our opportunity zealously; our obligation and principle. 




STORER BROADCASTING COMPANY 



WSPD-TV 

Toledo, Ohio 



WJW-TV 

Clevelond, Ohio 



WJBK-TV 

Detroit, Mich. 



WAGA-TV 

Atlanta. Go. 



WBRC-TV 

Birmingham, Ala. 



KPTV 

Portland, Ore. 



^y wspd 

Toledo, Ohic 



WJW 

Clevelond, Ohio 



WJBK 

Detroit, Mich. 



WAGA 

Atlanta. Go. 



WBRC 

Birmingham, Ala. 



WWVA 

Wheeling, W. Vo. 



WGBS 

Miomi, Flo. 



NEW YORK— 625 Mad. ton Avenue, New York 22, Plata 1-3940 
SALES OFFICES CHICAGO— 230 N.Michigon Avenue, Chicogo 1, Fronklin 2-6498 
SAN FRANCISCO — 111 Sutter Street, San Francisco, Sutter 1-8689 



BAKERSFIELD, CALIF. 

THE NATION'S 

74th 

MARKET 

IS SEPARATED FROM 
LOS ANGELES BY 
THE TEHACHAPI 

SOUND BARRIER 




The 8,000-foot Tehachapi Mountain 
Range is nature's own "sound barrier" 
between Bakersfield and Los Angeles. 
PROOF: No Los Angeles Radio Station 
has ever appeared on any recent Bakers- 
field Radio Area Survey. 

BAKERSFIELD RADIO MUST BE 
USED TO EFFECTIVELY REACH 
BAKERSFIELD BUYERS 



... USE RADIO 



Bakersfield's Best Radio Buy 



KGEE DOMINATES 

7:00 A.M.- 12:00 Noon 

KGEE 22.8% 

2nd stotion 16.1% 

12:00 Noon-6:00 P.M. 

KGEE 30.1% 

2nd stotion 14.5% 

(C. E. Hooper, Inc.— Oct.-Nov., 1956) 
Shore of Audience 

FOR COMPLETE KGEE STORY 
Call 

George P. Hollingbery Co. 

Herb Wixson, Stotion Mgr. 

BE CAGEY— BUY K-GEE! 



News and views for women in 
advertising and wives of admen 



Women's week 



W'HTVTV's jingle contest: Reggie Sehuebel, director of network 
relations and head of Guild, Bascom & Bonfigli's New York office, 
was packing her bags at sponsor's presstime en route to Bermuda. 
I lie all-expense vacation was the first prize awarded in the WHTN- 
TV. Huntington. West Va., jingle contest. 

Reggie's slogan, picked from hundreds of entries, was "The 
SELLIhrated station of the Golden Valley." 

Lee Ga\ nor, D-F-S, won the $150 second prize with his, "Full 
coverage, full power, new sales, new tower, WHTN-TV." And Kay 
Knight, Gorden Best Co.. Chicago, won $75 third prize with "Now 
one co\ers four, WHTN-TV 'Grade A' signal gives you more." 

The contest was originated by Robert R. Tincher, WHTN-TVs 
general manager, and judged by Robert Hutton of Edward Petry & 
Co.: Norman R. Glenn, publisher of sponsor; Sol J. Paul, publisher 
of Television Age; and Ken Cowan. Eastern Sales manager of Broad- 
casting-Telecasting. 

Occupational hazard: Jn the case of blonde, fashion-conscious 
Marjorie Kuzsina. home economist and director of Compton's test 
kitchen, dieting is truly a professional problem. 

'T literally can't stay away from sweets,"' she told sponsor, over 
breakfast coffee at her formica-covered desk right in the frosty-blue, 
pink and white kitchen. "It's a question of the types of food clients 
that we handle at the agency. But beverage accounts are in our 
province just as much. For instance, we were doing some 'man- 
tested" recipes for a beer account, and 1 ended up eating Liederkranz 
rarebit at nine a.m. ' 

Agencies that have staff home economists (e.g. JWT, \&R, BBDO. 
Benton & Bowles) are beginning to outnumber those among the top 
30 air media agencies that hire free-lancers instead. 

"Clients tend to look toward the agency home economists as a 
source of pilot testing for some of their own basic product problems 
quite frequently," says Marge. In other words, not everything 
packed into the enormous pink Compton freezer relates to a specific 
upcoming commercial or print ad. 

British lady telecaster: An unusual and attractive blonde gal in 
her early thirties is currently touring the U. S. (with camera), pro- 
ducing a one-hour film documentary on the U. S. for British com- 
mercial tv. Carvl Doncastcr is chief executive producer of the Fea- 
tures Department of Associated-Rediflusion, Britain's largest and 
most successful independent producer and has been responsible for 
almost 1.000 hours of tv time, particularly tv documentaries. 

Her six-week l T . S. tour, which started in the first week of June 
and is guided and supervised by U.S. I. A., follows close upon Caryl's 
India assignment. 

The London Daily Mail's tv critic said of her: '"While discussing 
tv's future let me prophesy that Miss Doncaster will be its first Dame 
and that there will be a bust of her in the foyer of Television House." 
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KCMO-TV 



*And we con prove it! Again, mare 
quarter-hour firsts as surveyed by 
the April Pulse and the March 
ARB and Nielsen. 



KCMO-TV 

WHEN-TV 
KPHO-TV 
WOW-TV 



Kansas City 

Syracuse 
Phoenix 
Omaha 



channel 5 

channel 8 
channel 5 
channel 6 



ANOTHER 




zwm mm* 

Represented nationally by Katz Agency 



Joe Hartenbower, General Vgr. 
Sid Tremble, Commercial f.'gr. 



Meredith Stations Are Affiliated with Better Homes and Gardens and Successful Farming Magazines 
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Handy Bookmark Series 



c ate 
c 



ciea 



led 



for 



.nan** 



\r\Vo 



Keep your place 
in Los /Ingeles 
with. KTTV 



Vos 



49th ail 
Madiscl 



1 O-second spots 

Your 10-second spot of May 18. ques- 
tioning "What kind of a brassiere is a 
SAG?"' is easily answered, and not 
merely because we happen to represent 
Exquisite Form Brassiere, Inc., by: 

"A SAG is any brassiere made by 
companies other than Exquisite Form 
Brassiere. Inc." 

Laurence Klingman, president, 
Kling/nan & Spencer, New York 

• The 10-sccoud spot refers to adjacent items 
in SI'ONSOK-SCOI'E. One referring to Screen 
Actors* Guild (SAC), the other to Exquisite Form 
Brassiere Co.^— which led a Madison Ave. secre- 
tary to ask, *'What kind of a brassiere is a SAG?" 



Out-of-of f ice meetings 

When we came across the article "So 
You're Going to Meet in a Wooded 
Nook?" from the August 20, 1956 is- 
sue of SPONSOR, we felt that our read- 
ers would be most interested. Since 
the subject matter lends itself to a sum- 
mer issue, however, we clipped the 
article and filed it for "next year." 

Now, with our August issue coming 
up, we feel the time is ripe. May we, 
therefore, have permission to condense 
and reprint this article? Full credit, of 
course, will be given to SPONSOR. 

Ed Brenner, associate editor, 
Publishers Digest, Chicago 

• Article in question dealt with "out-of-the- 
office" meetings. Permission is granted Editor 
Brenner and a few copies are still available for 
readers who may be planning to head for the 
woods. 

Are admen afraid? 

Budd Schulberg's article in the June 
8th issue of sponsor interested me par- 
ticularly because, in discussing Amer- 
ican television, he used words like 
"anxieties" and "fear" and "defeat." 

Most of this anxiety and fear in the 
American television industry, Mr. 
Schulberg attributes to the fact that 
advertisers and advertising agencies 
are in a position to dictate program- 
ing. I must say that in Britain Ave re- 
card anv interference from advertisers 
as a positive absurdity. . . . 

I found myself nodding in agree- 
ment when I read Mr. Schulberg 
quoted as saying "The turn over in 
shows indicates that there s too much 
work allocated to the wrong depart- 
ment. Agencies are just not the prop- 
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er hemic IW tup talent. The talent i» 
there «.oine of the brightest people I 
liavr met arc in t li i ~. hu*ine«f». |>ut the 
structure of the bli*ine*«. defeat* them." 

Michael Ingram*, director of 
< hn \inei iean C«»il*iit-», 
I H I I , London 

• Vilmrii ili«uurrr *llli llmlil ^rlnillHTK mill 
$lll-hil«-] I lucrum*, r'or llirir uit*ta**ra »rr *'l>ti 
ml 11*1* III frur 11 f Iv," llil* UaU» a , |m|:r 1(1. 

New farm radio scries 
With all the article* Simpson has done 
«> ii farm broadcasting, I thought \nu 
would he interested in the farm clinic 
we held in our Kansas Cih headquai- 
ters June 4. Ahont 50 attended, in- 
cluding farm director-, clients, radio 
e>;t't'uthes« and ageiiev men. 

Pictured at the meeting are 1 1, to r. I 
farm directors Jack Jackson. K.CMO. 
Kan>a> Citj : U. Messersmith. \\ \ \\. 
Vankton. S. I).; C. V. .Niessen, l)-\ 
^unra\ Oil; Gerald Moslev. I'ott- 
\\ oodbnn . 

At this meeting we aired the 
Kami Information Center." a new l)-\ 




D-\ Sunrav launches form radio campaign 
farm advertising program. Air and 
print will be used — the radio portion 
of the program featuring broadcasts 
three times a week, with a different 
farm director reporting from a differ- 
ent region each week. 

This series will be carried by D-X 
on nearb 24 .Midwestern stations. 
' E. T. .Marshall 
Polls Woodbury. Kansas CilY 

Complete list of timebuycrs 

One of the great sen ices your maga- 
zine has done in recent \ears was the 
release of a complete list of timebuv- 
ers' names along with the agencies 
with whom they were associated. This 
has been invaluable to me and I'm -ure 
it has been to main other station 
throughout the country. 

This is my small bid to ask \on to 
bring it up to date and republish same. 
Bob Reuschle. 
general sales manager 
W LAC-TV. Xashville. Tenn. 

• Rrailrr Ri*u<chlc anil many olhrr* * ho ha\ r 
inquired will be happy to tram lhal SPONSOR 
carry jn-I such a list in rail Karl* ll.i-.r-. out 
mid-July . 



BEST \SHOT OF THE 
YEAR. N 



"The information assembled tindei 
7 I llnsii s anil Radio liu^ii s in 
FALL FA< '/'.> It ISK .S < overs about ' 
eierv worthwhile tailor ot these media. 
I find FALL I'M 7\S H IM( > readable, 
informative and extremely hel/ilul. 
It pets [dent) ot use b\ Liners 
and others at K. & L." 

Mary Dwycr 

Timebtnei, Kenyan A Echhurdt, \ .) . 

IN USE 20 JUiy 



2 JULY 



I 



it's ICS AN in San Francisco 

PROVEN MOST POPULAR WITH NEGRO LISTENERS 
YEAR AFTER YEAR .• 
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PROJECTING THE BEST... 

From CBS Television Film Sales come the best film programs for 
all stations: expertly-made, wide in appeal, easy on the budget. 

Fast- moving action dramas like "Whirlybirds," "Assignment Foreign 
Legion" and "San Francisco Beat"... the western adventures of 
"Annie Oakley" and "Brave Eagle"... wholesome family entertainment 
like "Mama" and "Life with Father"... are part of a catalogue 
listing more than 20 top-rated syndicated properties. Each meets 
CBS Television Film Sales' quality-first standards; each comes backed 
with plenty of hard-hitting merchandising and promotion aids. 

Hundreds of local, regional and national advertisers in more than 
200 markets (who last year pushed CBS Television Film Sales' billings 
to a reco rd hi gh!) make their best showing with programs from... 

CBS TELEVISION FILM SALES, INC. 

". . . the best film programs for all stations" 

Distributing San Francisco Beat, Whirlybirds, Winning of the West, Annie Oakley, Brave Eagle, 
Life with Father, Fabian of Scotland Yard, Amos 'n' Andy. Gene Autry, Buffalo Bill Jr., The Whistler, 
Files of Jeffrey Jones, Assignment Foreign Legion, Cases of Eddie Drake. Under the Sun, Mama, 
Gray Ghost, Champion, Colonel Flack, Navy Log, Range Rider, Terrytoons and Xewsfilm. 




/YOUR BEST "PITCH 

. . in strong, major league 



55 ^ 



\ 



^ competition 

KBET (local film programming) — 15.9 average rating 
NBC-TV (network programming) — -18.1* average rating 

KBET's local films best buy over strong network competition in 
California's Central Valley. Almost 50% of the more than 400,000 
TV homes consistently see KBET's Great Movies over a 5-day period. 
For lowest cost per thousand TV story, call your H-R man. 



Great Movie vs. Robt. Montgomery Great Movie vs. This Is Your Life 

Great Movie vs. Circle Theatre Great Movie vs. Wide Wide Warld 

Great Mavie vs. Gea. M. Cohan Spectacular 



• Only KBET-TV starts movies at 10:00 p.m. 
five nights weekly 

• Still to come — over 1700 magnificent hits 
from MGM-RKO packages. 

'figures obtained from ARB coincidental during 
regulor ARB survey period, May 8-14, 1957. 
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TOTAL AREA SET COUNT: 401,097 




Sacramento 



Stockton - Modesto 



KBET-TV CHANNEL 10 

SACRAMENTO <Jfe@ CALIFORNIA 

BASIC fir CBS OUTLET 




Call H-R Television, Inc. for Current Avails 
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SPONSOR 

13 JUNE 1937 




1953 vs. 1952 +55% 

1954 vs. 1953 +42% 

1955 vs. 1954 26% 

1956 vs. 1955 +25% 

1957 vs. 1956 11.6% 

1st quarter only 



THE HYPO SPOT TV NEEDS 

Diagnosis: nothing serious; patient wib 
just a little run down the early part of this year. Now that he's 

picking up again, here is how to make him peppier than ever 



^^ince 1949 spot television advertis- 
ing dollar volume lias rocketed to a 
total gain of about 3.500 r r . The first 
three months of this year, however, 
had many in the industry wondering 
if the rocket had lost a little of its im- 
petus. It is still climbing, but the Tele- 
vision Bureau of Advertising gross 
dollar figures for first quarter 1957 
showed the rate gain to be "only" 
11.6^ over the same quarter in 1956. 

An "only'' 11.6 r ( gain would be 
soundly cheered in many lines of busi- 
ness. But spot tv is young, dynamic: 



it lia> point" so far so fast. Before it 
loses aiij more headway in its (light, 
many of spot tv's seller? feel now i? 
the time to blast off No. 2 Rocket. This 
will take the shape of harder — and 
more creative — sell. 

There are indications that the new 
sell has alread\ begun. 

The past three weeks have shown 
spot tv business in a brisk upswing. If 
it is continued, there is good reason to 
anticipate that year's end can find the 
dollar volume increase for 1957 vs. 
1956 matching or passing the gain of 



1956 o\ er 1955. 1 hat increa-e war- 25' < . 

To find the reasons behind I 1 • tin- 
fir*-t quarter soft -pot: (2) the recent 
upturn: and (3) to more fully under- 
stand what spot t\ must do t" h\p<> 
business in this new period of it? 
growth, sponsor sought the oj inion- 
of bmeis and sellers of the mediun . 

There was a general admi— ion on 
the part of seller- that spot U wa- 
definiteh off this spring. It mu-t be 
remembered that *ome of the 11.6 r < 
gain in the first quarter was due le-- 
to new business beinu \% ritten than to in- 
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Keeping up the rapid growth pattern of youth 
> difficult, but spot television may come pretty close 
to it through harder and more creative selling 



c rea>Cfl revenue from rises in time rates. 

One of t lie factors that contributed 
to the pinch in spot tv was the de- 
termined and spirited competition 
from spot and network radio and net- 
Jwork television. hat is more, net- 
work tv. through its participating and 
other multi-sponsored shows, lias been 
increasingly competitive with spot tv. 
Barter deals were also mentioned as 
having siphoned dollars out of the 
spot tv barrel, since most of these sales 
are not reported as spot volume (see 
"Should von buv bartered time?' 
spowsor 25 May I . 

Other inroads into spot tv business 
volume were made by radio, complete- 
ly recovered from its inferiority com- 
plex and fighting for sales. Network 
radio, too. has racked up an impres- 
sive sales record since last fall. As for 
spot radio. Station Representatives As- 



sociation reported dollar volume busi- 
ness for first quarter 1957 up 40.5' r 
over the same period last year. Buvers 
and sellers are quick to admit that a 
good slice of this new radio business 
came out of spot tv's pocket. 

A look at product categories whose 
stakes in spot tv were less this Januarv. 
February and -March than in the same 
months last year ( see table spot tv dol- 
lar figures of 25 May Sponsor, page 15) 
may help explain why this year's gain 
so far has not been greater. 

Automotiv es. down about one-third 
in spot tv spending, started their first 
year without factory-cValer co-op ad- 
vertising funds. They have been busy 
setting up their new all-factory funds, 
planning the new advertising strategy 
that will determine spending patterns. 
Their first consideration apparently 
has been lining up network tv shows 



for fall, and spot has had to wait its 
turn. Besides this, car manufacturers 
can apparently no longer count on a 
spring car buying boom. 

Building materials also spent less 
("about 45 r c down), but then the 
building boom itself has developed 
some soft spots. 

Dental products (down about two- 
thirds ) and household laundry prod- 
ucts l off about one-quarter) might be 
explained away on several counts. 
Such products are traditionally un- 
predictable in their media buying 
habits, moving in and out of spot at 
any time with most of their campaigns 
tied to the introduction of a new prod- 
uct. One of spot tv's big creative sell- 
ing jobs will be to keep them in the 
family on a heavy. 52-week basis. 

There may have been other factors 
to account for the deceleration in spot 
tv growth: difficulties encountered by 
clients to get into certain markets, sta- 
tion rates not commensurate with cir- 
culation, complexities of spot buying. 

But now optimism i> in the saddle. 

Sellers of spot tv report the sudden 



HOW TvB SUMS UP 
SPOT'S PROGRESS 

Status of business: Spot tv is defi- 
nitely healthy. No business can ex- 
pect to double its volume year after 
year. Why do people refer to the 
1957 first quarter gain as "only 
11.6%"? Many businesses would 
be delighted with such a pick-up 
which reflects real mature growth. 

The outlook: Spot tv is young., dy- 
namic- — its future is bright. And it 
can be made even brighter as selling 
becomes harder and more imagina- 
tive. Stations can help clients to still 
better use of the medium by con- 
vincing them to use it consistently 
with long-term campaigns. We are 
presently trying to work out a plan 
for exploiting tv with tv through 
short announcements beamed at the 
advertisers promoting the medium. 

At right: Peier Cash. TvB prissidfnt, (r) 
with George Huntington, dir. sale= develop- 
ment; Harvey Spiegel, a>>t. dir. of research 





upturn in business. Major spenders 
who had taken a breather for a few 
months are returning to the medium. 
\ few experimenters who had gone in 
during the past feu years with half- 
cocked campaigns learned that spot tv 
was too expensive a medium to pla\ 
with, withdrew temporal ilv to liek 
their expensive wounds, and are now 
moving hack with well-planned bins. 

To Inpo the aetivitv that has now 
been restored, here is what spot tv 
must do as a medium. I \ml it had 
better think in terms of itself as a 
medium. "We haven't been selling 
spot tv as a medium," a station repre- 
sentative admitted. u and as a re-ult. 
the networks have clobbered us.") The 
Inpo is four-needled: 

1. Harder and more creative sell. 

2. Furnish proof of performance. 
Improve the medium's abilitv to 

-ell for the advertiser. 

•I. Help advertisers merchandise 
their bins. 

Harder and more creative celling 
will center around these objectives: 
(ll to hold existing clients on long- 
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term contracts; (2) bring hack de- 
faulting clients; l3j broaden the base 
of the entire medium with a lot of new 
advertisers. 

Spot tv is now at a mature stage in 
its growth. No longer can it hope for 
sueh a spectacular gain as it had in 
1950 when dollar volume registered a 
235'; bike over 1919. Hut it can fan 
out and bring in a diversification of 
product categories in a beavv enough 
volume so that it will not feel the pinch 
when one or two of its majors lay off 
for a spell, spot sellers believe. 

lleres some of the strategv sug- 
gested for a creative sales approach. 

Local personalities will get more 
stress. Radio has capitalized on this 
approach; tv. it's felt, can hit this 
angle harder too. A list of the top 
spot tv personalities in 50 top markets 
would be an ideal promotion piece to 
take in on an agency call. 

A realistic re-examination of rates 
by some stations is called for. many 
admen told sponsor, and a few reps 
also conceded this point. Situations 
were cited where comparable stations 
in comparable markets in comparable 
time were as much apart as $100 per 
minute announcement. 

Not only do these admen feel rate- 
are too high in some cases, but thev 
complain of the inconsistencies of the 
bases on which the rate> are figured. 
Spot bin ing is complex enough, thev 
feel, without having to wonder before 
thev ever begin a campaign how much 
extra monev thev must set aside to 



cover all the discrepancies in (barge-. 

I'Nen packages bargain- though 
thev are — lo>e some of their appeal to 
the adman because of their complexi- 
ties and lack of uuiforinitv . "If thev 
want to sell more spot tv." one said, 
"'thev'd better work out some less com- 
plicated plan for frequency discount-.'" 

Complicated as spot tv buving mav 
be. no media man would admit to 
turning his back on it in favor of an 
easier buv on network tv. But the 
temptation is there and -ometime- 
v, hen all things appear equal or nearlv 
so. it is simple to <ee how spot could 
come out second best. Into important 
focu-, then, in this era is thrown the 
movement to make spot easier to buv. 

Here is what one adman sugge-ted 
as a Inpo for spot tv a Inpo that 
would lift it straight into competition 
with network. "Why don't thev." he 
said, "work up a -ingle, national spot 
package of the magnitude of a network 
package covering the same market-?" 

Such a suggestion, whether it come- 

k. IT 

to pass or not. certainlv fits into the 
categorv of "creative -elling. " \nd 
creative selling wa- mentioned time 
and again a> something -pot need- 
W hen business is boomin_. and the 
market belong- to the -elh r. nothiii<_ 
drastic is needed in the imanin t >i 
department. 

Hut when busine-- as *pot tv 
showed sign- of doing thi- - iring 
taper- off on a gentlv ri.-in_r plateau. 

I Please turn to pape <"»6 i 




Top attraction is variety show like WKAQ-TV's Super Show (above). Puerto Rican television now parallels U. S. tv in its early stages 



TV de PUERTO RICO 




Puerto Rico's rapid growth as a consumer market is paced 

by booming tv industry. Dollar economy, low cost-per-1,000 and 

increasing tv set saturation invite U. S. advertisers 



Andrew I ladimir 



This is the second report prepared for 
SPONSOR on television abroad by An- 
drew Vladimir. The first, published 
last year, was on television in Eng- 
land. Mr. Vladimir recently resigned 
as sales manager of WAPA-TV, San 
Juan, where he has served for the past 
year, to rejoin Gotham-Vladimir Ad- 
vertising, Inc., as vice president and 
manager of their Puerto Rican branch. 

TTv in Puerto Rico is really booming. 
Its pace has been fast even for the 
rapidly expanding economy of this 
tropical island 1,600 miles south of 
New York. Three tv stations are in 
operation on the island employing 
more than 600 people. This staff of 
600 produce about 140 live programs 
weekly ranging from soap opera to top 
variety (with some of the biggest 
names in Latin American show busi- 
ness. Production budgets are from 



$50 for a news or weather program to 
over $1,500 for a good variety show. 

The story of Puerto Rican tv goes 
back to early 1954 when Puerto Rico s 
first tv station hit the air. Before this 
there was little entertainment business 
on the island, with local radio stations 
programing mostly music and soap 
operas, and the few night clubs import- 
ing their talent from Cuba and Mexico. 
Consequently when tv was intro- 
duced, with it came directors and pro- 
ducers from the United States, Mexico, 
Cuba, and the Argentine. As a result 
''television" is todav one of the most 
important words in the Puerto Rican 
brand of the Spanish language. 

The facts: Three television stations 
on the island of Puerto Rico serve ap- 
proximately 138,000 sets (Pulse count 
made in December, 1956) . Two of the 
stations are located in the capital city 



of San Juan, the third is in the city of 
Mayaguez. According to the most re- 
cent Pulse survey (December 1956). 
the two San Juan stations, WAPA-TV 
and WKAQ-TV, reach approximately 
120,000 sets and the Mayaguez station, 
WORA-TV, reaches approximately 20,- 
000 sets. 

A range of mountains effectively 
blocks the two San Juan stations from 
broadcasting to Mayaguez. However, 
one of the two San Juan stations, 
WKAQ-TV, has made a "network"' 
agreement with WORA-TV in Maya- 
guez and by means of a mountain-top 
receiver WORA-TV receives and re- 
transmits about 90% of all WKAQ-TV 
productions. 

This year should see the opening of 
three new tv stations on the island. 

Census figures show there are some 
450.000 families on the island. Tv to- 
day in Puerto Rico has reached ap- 
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proximate!) .'50' < saturation. \\ ill) *c| 
s;ilcs booming as t lit- \ are i* good rea- 
son to believe that 50' ? saturation will 
be the figure b\ the end of IU57. 

The nih erti»erx : Virtnallv all of lin- 
ing advertisers in Puerto Kieo iw t\ 
today. MeCaiimKrirksou, foi example 
reports these Puerto Kieo clients are 
active in the medium at the moment: 
Psso, Del Monte. Nestle, Khcingold, and 
('oca Cola. All are using program-, 
except Rhcingold which is using a spot 
campaign. .McCann receiith conducted 
;i stud) of the cITcct i\ eness of telev i- 
siun in this market using their own 
facilities and Harlan McFadden. the 
McCann manager in San Juan, reports 
that the results showed that 52.5* r of 
all retail sales on the island were made 
in the greater San Juan Metropolitan 
Area which is the same area where 
52,3' f of all tv homes are located. 

Publicidad Bailitlo is using tv for 
Philip Morris (spot), Chevrolet (spot). 
Frtgidaire (spot). Sears Roebuck I pro- 
gram), Hazel Bishop (spot & pro- 
gram) and Shell Oil (program). In 
the case of Shell Oil, llatwood Hull, 
executive vice president of Badillo. re- 
ports that Shell has used a five minute 
weather show on WKAQ-TV daih at 
6:25 p.m. since the early days of tv 
here. Dealers have been enthusiastic 
and report good and frequent con- 
sumer comment. 

Gotham-Vladimir is buying spot for 
MI detergent, Lanolin Plus, Ma\ bel- 
II nc E\ e .Make-up. Ex-lax, and Jacob) 
liender watch hands. One minute par- 
ticipations on a noonda\ variety show 
over WAP A -TV are used for Kleenex 
and participations on a cooking pro- 
gram on WAPA-TV for Pillsbury 
Flour. J. Walter Thompson uses t\ 
programs for Kraft Foods, Kelloggs. 
Pan American Airways, and Standard 
Brands. 

Joe Vamonde. the Young £ Hubicam 
manager in San Juan, reports that 
Warner-Lambert substantially in- 
creased sales for DuBarrv in one 
month when they bought a oiie-ininute 
participation daily on El Show Del 
Mediodia. the noonday variety pro- 
pram on WAPA-TV. Druguists noted 
many comments from customers and 
the distributor reported a decided in- 
crease in repeat sales. Other large ad- 
\ertisers now using tv in Puerto Rico 
include Bordens (using a dubbed ver- 
sion of Stage 7 over WKAQ-TV I, Lev- 
er Brothers. Heinz. Maidenform. Cha:-e 
.Manhattan Bank, and Pabst Beer (all 
of which are using spot television I . 
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PROGRAMING is varied 
but emphasizes name 
stars and slapstick 

1 -i k i - t . •». l\ in llir I. n,- | «J PueiLi Kuan 

IV i- clci-<- In VilllllfV if li*. I.Ull)!UUl!t' <lllli-| 

rare excludes I . s, net |ir> >^ru mill ^ and 
force- liic.il, live } ■ i • >f i i m t ii • 1 1 or -\ ndii aird 
I . .*». film willi diililiccl \oic c - in "spjiii^f i. 




Variety: Myrta Silta hosts on WAPA-TV 



COMMERCIALS are 
usually live, multiple 
spotting is problem 

High costs resulting from large volume of 
live programing, force stations lo sell two- 
minutes at breaks. Some advertisers contract 
for the first -not. >|)on-or-liip of program* 
i- economical and co-t-pcr-1,000 i- good. 

Palmotive commercial by IT A I' AT i hostess 





Opcrctfo: lavish \mnl\n turn on II k JO-TV 




Quiz show: "II in with San Rio" II JI'A Tl 




Variety: spectacular, "Mipcr Show, WKAQ-TV 




Pitch lor GE by l ilma Carbia on If K JQ-TI 




Westinghouse kitchen of air on WAPA-TV 



The program,*: According lo the: 
most recent Pulse Survey all top 13 
once-a-w eek shows on tv are on chan- 
nel 2, \\ K\Q-TV I CHS I. The number 
one program with a Pulse rating of 
(>2.8 is Hrofesor Colgate. This depicts 
life in a comic adult "classroom with 
the 'Profesor* and his six students por- 
trayed h\ some of the island's most tal- 
ented comedians. Number two pro- 
gram. I abe run India, sponsored by 
India Beer is a variety show with a 
number of different acts including 
hoofers, vocalists and comedians. Col- 
gate and India are the two largest ad- 
\ertisers in Puerto Rico with budgets 
of between $-150,000 and $500,000. 

Of the lop 15 programs only one is 
on film — Cisco Kid, fifth with a 54.3. 
This is a clubbed version of the state- 
side series done in Mexico by Ziv. 
WAPA-TV's (the number two station 
in Puerto Kico I top program is an- 
other Ziv Production Patrulla De Ca- 
minos or Highway Patrol with a 39.0. 

What does it cost?: The top pro- 
gram on the island has a Pulse rating 
of 62.8 and the normal in "A A" time 
has a rating between 30 and 40 ( de- 
pending on the station and the time). 
The cost of a one-minute spot is $80 
on WKAQ-TV and $55 on WAPA-TV. 
This makes the cost-per- L.000 homes 
with a 40 rating about $1.43 on 
W KAQ-TV and $1.02 over WAPA- 
TY. Oscar Reinosa. the Sales Manager 
of W KAQ-TV feels that while sponsors 
in the past have been able to buy spots 
with a cost-per-1.000 as low as 85(* the 
average "good buy"' is $2.50. which 
compares favorably with L T . S. tv costs. 

Hourly costs on the two stations for 
'AA' ; time are $375.00 on W'KAQ-TV 
and $250.00 on WAPA-TV. However, 
production costs run the cost of pro- 
ducing an hour show on either station 



ARTICLE IN BRIEF 

Puerto Rico offers a strong poten- 
tial market for the U. S. advertiser. 
Tv, although still in it's early years, 
(with three stations) is booming. A 
rapid expansion of consumption, low 
costs and a U. S. dollar economy make 
the island a natural target for sales. 

up to between $800 and $1,500. Sel- 
dom if ever do single programs cost 
more. A two-hour "spectacular" pro- 
duced over WKAQ-TV had 37 sets and 
a $2,500 budget. 

How to buy Puerto Rican tv: There 
are a few important points an adver- 
tiser should be aware of when buying 
tv time in Puerto Kico. One of the 
problem areas is the practice of multi- 
ple spotting. Stations have a two-min- 
ute station break. The station policy 
on availabilities is to take up to two 
minutes of spots in w hatever form they 
are ordered. For example, the station 
will accept within one break up to six 
20-second spots, four 30-second spots 
or two one-minute spots. The last 
is a rare case, so that most station 
breaks carry between three and five 
spots. Moreover, while the two-minute 
break is the spoken policy, stations 
have been known to exceed this when 
time is scarce and put as much as two- 
and-a-half minutes of spots in a single 
break. This had led certain clients to 
insist I as a provision of the contract ) 
that their spots be first in the break. 

The reasons for a two-minute break 
are many. Most important, however, 
is that stations in Puerto Rico do not 
have network shows to fill up time (be- 
cause they are in English) and so must 
.sjLuse more live programing than their 
. S. contemporaries. A station under 



COMMERCIAL TV GROWING OUTSIDE U.S. 



Argentina: 7 tv stations, 3 million sets 

Australia: after 6 month* of tv, 6 tv 
stations. Expected by 1958. 300.000 sets 

Brazil: 1957. 6 tv stations. A total of 19 
expected by 1958 with over 400,000 sets 
Canada: 1958: 35 Nation-, 3 million -et- 

Central America: 10 tv -tations are ex- 
pected by 1958. There are 200.000 tv sets 
Colombia: 16 tv stations are expected by 
next year. There arc 60,000 tv set* now 

Cuba: Three tv networks. 23 tv stations 
are expected by 1958. 275.000 tv set- now 

SOt HCK Cioss srclion above supplied by MrCann 



Great Britain: 3 stations broadcasting 
commercially. As of February 1957 
close to 2 million IT \ converted sets 

West Germany: 45 tv stations by 1958. 
700.000 receivers. Commercial tv soon 

Japan: 1958: 35 station-. 1 million sets 

Mexico: 21 tv -tation- expected by 
1958. 250.000 sets as of January 1957 

Spain: 3 stations by 1958. 1.000 sets now 

Venezuela: 10 stations expected by 
1958. 100.000 tv sets as of this Year 



Erickson 



the present set-up is literally forced to 
accept two minutes in spots or double 
their rates in order to make a profit. 
Nevertheless, the NARTB does not of- 
ficially recognize this situation and 
both stations have stopped subscrib- 
ing to their code of good practice rath- 
er than abandon the two-minute break. 

If it's a program you are after in 
Puerto Rico remember that tv in this 
market is still in the "big name'' stage. 
Scripts and formats have not yet ad- 
vanced to the point where they afTect 
audience program selection to any 
large degree. The old vaudeville for- 
mula, "it's the talent not the material" 
is still true here. 

Labor relations: Puerto Rican tv is 
not unionized and consequently an un- 
usual wage scale exists in comparison 
to the States. While the general mana- 
ger of a station who was imported 
from New York receives $15,000 per 
annum, a local Puerto Rican director 
will average only $300-$400 a month 
as salary . With the growth of televi- 
sion and the need for experienced per- 
sonnel it is evident that the situation 
is in a state of flux. Even among the 
artists there are signs of a union being 
formed to protect them against the in- 
flux of foreign talent. 

What lies ahead: Arno Johnson, vice 
president and director of research for 
J. Walter Thompson. New ^. ork, spoke 
recently at a luncheon of the Sales Ex- 
ecutive Club of Puerto Rico at the 
Caribe Hilton Hotel. At that meeting 
Mr. Johnson predicted a 50% increase 
in living standards in the United States 
within the next 10 Years. He went on 
to say , "It would seem probable that a 
50% increase in living standards in 
the United States by 1967 could mean 
a much more rapid increase percent- 
agewise in Puerto Rico — probably an 
opportunity for doubling living stand- 
ards in Puerto Rico within 10 years 
with the acceleration of industrial pro- 
ductivity." 

This means for Puerto Rican tv 
an even greater boom in the near fu- 
ture. As the number of tv sets increase 
and advertising budgets expand to 
keep pace with growing consumption, 
it is certain that television will reflect 
this growth. Although this is the 
first y ear the tv stations have emerged 
from the red. what lies ahead is as 
exciting and new as stateside tv was in 
1948. The road is paved with oppor- 
tunitv but the pioneers — men with 
courage and foresight have y et to really 
start traveling it. 
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DO ADMEN 



LIVE IN FEAR OF TV? 



In last week's SPONSOR Budd Sehulherg told of four- 
months' tour of Madison Avenue from which he con- 
cluded admen ( I ) are anxiety ridden, (2) program 
to 12-year-olds. Here admen answer Schulherg jihe.* 




liudd Schulberg Movie villain 1 \nily Griffith) zooms from local radio d.j. joli In network tv siardom, power 



lie -a\s, hut thf structure of agencies i* such ihai they stifle 
the (ali'iil and creativity. Tv programing -honhl properly he 
controlled by iht' network*, the arfi*ts, not admen, lie warn-; 
then its quality would be far belter. '"'Tv commercial* bore 
e\en 12-} ear-old*," he add*. "Neither commercial* nor pro- 
gram- bine kept pare sufficient!* with -ophi*tiralion of viewers." 



Through hi* hero in new him, "Face in the Crowd. Schulberg 
takes on the radin-lv and adverti*ing industries, satirizing 
faults of admen as he see* them. The troidde with agency- 
men, according to Schulberg, i* that "they're all terrified - 
scared of losing their jobs, scared of lo-ing accounts, seared of 
the next Trendex." Agencies are loaded with talented people. 



Continents from admen which follow 
are cross-section of response to Build 
Schulberg' s views in last issue (?» 
June). Other readers tire invited to 
express opinions — particularly around 
theme: what kind of a public relations 
program does advertising need to 
counter growing number of critical 
novels, movies, articles. (See st'ONSOKs 
acu point in the box on nex t page. I 

Terry Cunningham, director of ad- 
vertising. Sylvania. \"m not at all ?ure 
that I a",ree with Budd Schulheii: on 

v. * 

the supposed greater creativity of pro. 
graining produced and controlled by 
I lie networks. 

1 don't know that the source of the 
programing necessarily in itself affects 
the quality or contents. And above 
all. I think it's not healthy for this in- 



dustry to eliminate any possible source 
of programing he it the network.*, 
agencies, outside packagers or adver- 
tiser* themseh e>. 

Take this example: Last year we 
dropped Beat the Clock and bought 
The Buccaneers. \\ e bought the film 
show from three pilots and neither the 
agency nor we as the client had any- 
thing to do with shaping or producing 
the show. ^ et the show has been gen- 
erally low -rated. 

The same producer, however, lias an 
extremely successful show. Robin 
Hood, which has. in general, the *aine 
creative group working on it a* our 
show does. Obv iouslv . program suc- 
cess hinges on a lot more than even 
the creative talent involved in produc- 
ing it. In tv you must also consider 
the time slot, and its appropriateness 



to the storv voure showing, the coin- 
petition and the show* leading in and 
out of y ours. 

So far. where I'm concerned, the net- 
works haven't proved that they do a 
better programing job. *diow* like 
Mutinee. niav have fine entertainment 
qualities, but thev haven t been par- 
ticuhirlv successful as advertbing ve- 
hicles or in boosting audience *i/c. 

Ideally, tv programing should *tein 
from the best combined effort of all 
creative people ont*ide packager*, 
networks, agencies and advertiser*. 

Mnnlev \. Lit nut*, tv commercial 
specialist. As an advertising man. pri- 
inarilv concerned with tv commercials. 
1 can't agree that . . . ""Madi-on \ve- 
nue and television are wor*e than 
Hollywood . . ." or that "advertising 
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Admen reply, tv is younger than Hollywood, 

works under pressure of many new risks and problems 



agencies are parked with talent and 
overloaded with fear.'" 

Fear is a relative emotion. Peoule 
who understand are usually not afraid. 
An agency working on a day-to-day 
expedient basis has more "fearful tal- 
ent" than one more consistent in its 
planning and relations with clients and 
personnel. 

I'm sure there is considerable talent 
in Hollywood "that runs scared" . . . 
just as there is in many a business. 
Making a profit (or loss) for one's cli- 
ent or business has its pressures. The 
rating systems have made many tv men 
slaves to them. The business rating 
of "Face in the Crowd'' will be the 
number of tickets sold. The rating of 
an advertised product on tv is the num- 

gflllHI 
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ber of units sold. The number of view- 
ers of a program is not necessarily in- 
dicative of a corresponding sales rise. 

There are many and complex factors 
which have an influence on the adver- 
tising success of a product or service. 
.Many important ones have little to do 
with the tv program itself. This is a 
phase of tv Mr. Schulberg doesn't have 
to worry about. The advertising man 
is faced with unanswered questions 
about tv every day. After all, tv is a 
brief 10 years old; the movies have 
been around since World War I. 

Mr. Schulberg says ". . . but what 
admen are facing is the law of dimin- 
ishing returns, especially on the com- 
mercials. They can't make absurd 
claims and expect people to believe 
them. People are getting smarter all 
the time." 



Admitted!'', onlv the siv-\ ear-olds 
are recentive to pII commercials shown 
and their elders niav be bored with 
nhoniness and reuetitiou. However, an 
increasing number of tv ads — like 
those for Jell-O. Ford and Sheaffer 
Pens have been enjoyed, helieved and 
sold products after they have been seen 
and heard. 

Radio has been criticized and satir- 
ized. And so will tv. And the people 
involved with it. A communications 
medium with the impact of tv presents 
problems . . . hut if we arp coina to do 
anything ivorthivhile with it we have 
''nothing to fear but fear it«e!f." 

Edward Gellert, account executive, 
Compton Advertising. Evidently Schul- 

m 
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berg saw the surface of the advertising 
business without studying it at depth. 

If the people Schulberg talked to 
had been plagued with 'fear', they cer- 
tainly wouldn't have given him an op- 
portunity to see what the ad business 
is like. There are some facts he must 
have missed. 

Advertising is a business that is sub- 
ject to many variables. Most consum- 
er goods are sold to women. What 
greater variable is there! Add to this 
the changes in weather, social and eco- 
nomic conditions, politics, fashions 
and world news, anyone of yvhich can 
cause a well thought out campaign to 
fall on its nose. This doesn't count the 
inevitable competitor, or the last-min- 
ute 'scientific discovery.' No computer 
yet has been found to determine all 
these variables. This is still a matter 



of judgment based on incomplete facts 
that are probably out of date the day 
they are received. But admen have to 
plan their strategies allowing somehow 
for these pitfalls. The copy they pro- 
duce has to accomplish the job of mo- 
tivating a large group of individuals to 
buy, using the same appeal, but mak- 
ing that appeal personal to each indi- 
vidual. This is why copy writers get 
paid so much. 

Advertising isn't like entertainment. 
In entertainment, you can be success- 
ful by having people enjoy your story 
or play once. And they don't have to 
helieve it, or ever want to see it again ! 
In advertising you must be able to 
dramatize and 'romance' a product so 
that when the woman tries it she not 
only believes what she's heen told, hut 
she wants to buy that same product 
again. (This is why we can mass pro- 
duce and have our high standard of 
living) . If Schulberg would really like 
to look a little deeper than the surface, 
here's an invitation to come back and 
take a little longer look. 

William J. McKenna, Jr., associate 
copy director, Bry an Houston. One of 
the cardinal rules in our agency is. 
"Don't write down to people," and I'm 
sure that most copy people in top agen- 
cies today have a similar principle. 
Therefore, if tv commercials were in- 
deed slanted to 12- or six-year-olds as 
Budd Schulberg sa\ s, it w ould only be 
because some copywriters had fallen 
short of their objective, not because 
that had been the intent. 

But the thing that "outsiders" tend 
to overlook that is admirable is how 
high the proportion of good, entertain- 
ing and informative commercials as 
well as programs is. Tv is undoubtedly 
the hungriest of all entertainment 
media and at the same time, draw s the 
closest public scrutiny. Therefore the 
pressure is continuously on creative 
people in programing and commercials 
work both to turn out voluminous 
product. Inevitably, a proportion of 
this product will fall short of Academy- 
Award standards. Yet so powerful is 
the medium itself that even the bad is 
memorable. 

Certainb . there are a few soft spots 
in tv programing and commercials. 
But, let's remember this: its a very 
new medium. Why. after 10 years, the 
movies weren't even talking yet. ^ 



«' ..J" .iimr iiiiiini.iiiraiiituiiliiiiiiiiii »»>;. wmm .:«•» iiiiiiiiK^iiiiiiwii^iiiiiiiiiiiiiiiiiiiiiii! 
SPONSOR'S OWN VIEWPOINT 

Critieisms of tv and admen, when they eome from top creative people like satirist 
Budd Schulberg, are eertainly -worth noting. Schulberg's effort, the latest in a 
virtual avalanche of advertising novels and movies, is just one more example of 
ever-growing attention paid to the tv and advertising industry by creative men. 
Their interpretations, all more or less stereotyped, however, are a warning adver- 
tising eannot afford to ignore. Obviously this industry has failed in one impor- 
tant area: publie relations. Advertising has not helped the publie understand 
the advertising craft and its motivations. It may be time now for a ereative public 
relations effort that goes beyond the surface and relates admen to the public. 
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Friendly Varieties <*« \Y\I.\-T\. Mobile, with ra-l of local liillliill titu«ir and comedy -lar«, dHiver* sale- «.ncre<«- ^iorir» ever)' wi'fk 



THE TIME SLOT NOBODY ELSE WANTED 

"Mr. Friendly*' put country music show opposite $64,000 Question 
After one year lie lias expanded from five to 11 stores 




Mr. Friendly I V A. GrahamV dor? liis 
own romint-rrials. n>c~ no newspaper linage 



M obile. Ma'.ama > "Mr. Friendly" 
has this radical formula for a success- 
ful local tv show : 

• Take a group I 15) of country 
music personalities: 

• Then time-slot the hillbilly jam- 
boree opposite one of the highest-rated 
network shoy*? in this ca-e $64,000 
Question. 

Mr. Friendly who owns a chain of 
furniture stores in Alabama. Mis?is- 
sippi and Florida, came to W \L V-1 \ 
a year ago requesting the hard-to-scll 
time spot. Since the Mol ile station 
reaches e\er\ town in which his stores 
are located. Mr. Friendly figured that 
the time yvas good for -elling furniture 
regardless of the high-poyyered opposi- 
tion of the network shoy\. 

Then the furniture man I le~s y\ell 
known a* V A. Graham l gathered his 
cast m.c. Jack Cardy\ell. and a group 
comprised of musicians, singer? and 
comics. All are local talent specializing 
in variety, country -sty le. 

Mr. Friendly admit:- that some 



friends in the furniture and tv hu-i- 
nes* had their doubts about hi- minia- 
ture barn dance, but after the fir-t 
telecast be and the station kney\ they 
had a real selling show, h riendlx I ari- 
elies now comes up with a -ucce--ful 
case history almost every yveek. 

For example: One y\eek Mr. Friendly 
pushed bedroom suite> expecting to 
-ell around 30: the re-ults three day- 
after the program r-hoyved all 11 store- 
sold out completely to the time of 
13.i sets of bedroom furniture. 

Add the fact that Mr. Friendly doe- 
not use any neyv-paper adverti-ing at 
all and the -core i- even more impre-- 
siy e. 

Busine?- ha- neyer been better and 
Mr. Friendly says final proof of hoy* 
etTectiye his shoyv has been is the fact 
that before be went on teley i-ion y\ith 
Friendly tarieties he had Rye .-tore-, 
but in the year the program has been 
on he has added six ney\ stores to 
bring the total up to 11. ^ 
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WHAT A RADIO 'FLOP' TAUGHT HUMPHREYS 




When e.t.'s failed to deliver, live announcements on 

the Jaek Sterling Show, WCBS, proved the 

winning combination in launching a poison ivy remedy 



W 



hat do you do when the product's 
new, the budget s limited and the sell- 
ing season is short? 

To the Humphreys Medicine Co. of 
New York, the answer seemed clear 
last spring: use spot radio. 

The product w as M\ ratrol. a poison 
ivy remedy packaged in an attractive 
plastic squeeze bottle. 

The ropy story was good. M\ ratrol. 
which was based on an old fern reme- 
dy, bad proved effective in extensive 
tests yet had no harmful side effects 



as is the case with some other new 
poison ivy cures. 

The stations were chosen carefully 
in three markets close to Humphreys 
headquarters: \ew York, Philadelphia, 
lioston. 

How could you go wrong? 

^ et for one uneas) month last spring 
Humphreys sweated out what looked 
like a flop in the making. 

As Susan Humphreys de Florez. 
president of the 102-year-old family - 
owned organization, and Douglas Lee 



Wood, advertising, marketing, j-ales 
consultant firm, recently engaged bv 
Humphreys, see it the trouble yvas 
really quite simple. With its limited 
budget Humphre>s couldn't afford to 
buy saturation. It was scattering a few 
transcribed announcement shots in a 
medium which today requires either 
saturation — or real impact built into 
every single commercial. 

In time to catch most of the season's 
potential. Humphreys made a switch 
in one of the markets to ad lib copy by 



Employ66 turned Sponsor when Gaby La Pointe of CBS >old family remedy to Suzanne Humphreys de Florez and put produet on WCBS 





Personal touch *»••* irn-d ufii-r e.i."* f a il . Jm k N iri liny 
s»Iu>« wa-> I'liniri- of Sji/anin' Humphrey* « I <- I' Urn-/, |»re»i 
ili'iil, 1 1 1 1 u i jili r ■' \ ■> Mfdiriiu* I ■>.. ami Willanl KJiJji-iijsr, \.\>. 
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Immediate results! s alr- m ^I<tIiii^"«. ari-a -narcil u|>. 
Naill J. Hair, (n urtill uiauup-r, \\ ( lis, New 'lurk, and Jai k 
TrrliiJjj I -Ihumi aliiivii clink fail -lu-i-l i-iipx on Mvralinl 



a radio personalis . It bought the 
early -morning Jack Sterling show on 
WCBS. (It kept the low- frequency 
transcribed copy on in Philadelphia 
through the season and got nowhere, 
proving as far as Humphreys is con- 
cerned that the success of Sterling 
wasn't a fluke related to the particular 
months he w as doing the commercials I . 

^ on can gauge the success Sterling 
helped Humphreys wore h\ this rule 
of thumb. In the first year Humphreys 
figure* a new product must "lose" 
money. W hat you spend to sell it is an 
investment. In the second year von 
should break eyen. Profits come in year 
three. 

Hut with the impact of Sterling in 
New York and environs Myratrol came 
close to breaking through the profit 
barrier during its first year. 

Myratrol itself has an interesting 
history. A Laconia. S. 11.. housewife. 
Eva La Pointc. had a family of 14 chil- 
dren who y\ere abvays catching poison 
ivy. Mrs. La Pointe concocted a reme- 
dy from the sweet fern y\hich is found 
only in areas free of poison ivy. The 
itehing stopped when the mixture was 
applied and the rash cleared up within 
a feyv days. At that lime young Gaby 
La Pointe. her son. didn't think much 
about it. 

Gaby came to New York yvhere he 
wound up in charge of the CBS studios 
on 52nd St. off Madison Ayenue. 

Gaby decided that his mother's 
remedy might be marketable. succeeded 
in selling the product to Humphreys 
on a royalties basis. Thus Gaby be- 
came prohabb the first employee of 



CHS y\ho is also in effect a -pon-or. 

The first year's radio budget for 
Myratrol wa**§25,000.pltw.. about 80' i 
of the total advertising budget and 
some 40' t of the cost of manufactur- 
ing and marketing. Ibis year the 
budget will he about the same but will 
be dow n to about 30' t of the total 
cost since more Myratrol yyill be made. 

Humphreys is concentrating its ra- 
dio campaign in two markets again and 
will use trade and neyvspaper advertis- 
ing. The campaign is for the summer 
months only. Although the product ha* 
full national distribution (riding on 
the rest of the Humphreys Hue I. New 
York and Philadelphia are the only 
markets selected for adyertising sup- 
port. 

This years campaign \\ ill continue 
doniiuantly radio. And there are defi- 
nite plans of expansion to other areas. 
The strategy of participations on day- 
time personality s»hov\s is being fol- 
lowed up yvith Jack Sterling continuing 
in \eyv York and Hed Heuson. \\ PEN 
and Hernice Thompson. Vi DAS. hand- 
ling the alignment in Philadelphia. 

"In radio the personality pitch is 
the most effective," says \\ illard Eld- 
redge. "Jack Sterling is an outstanding 
exponent of that personalty pitch as y\as 

ARTICLE IN BRIEF 

Radio failed for Humphreys Medicine 
Co. of New York when e.t.'s were 
spotted in selected markets. Live copy, 
delivered by personality was the final 
choice in launching a new drug prod- 
uct, Myratrol, for relief of poison ivy. 
Test run on WCBS brought results. 



most certainly indicated by the ic- 
markable sales increase in his area 
within a few months. Lor a family 
product one to be used by children 
as well as adults, you haye to gain the 
consumer's confidence, -ell the house- 
wife. Humphreys is oyer 100 years in 
the drug business. We haye the con- 
fidence of the distributor and the re- 
tailer." 

Sterling and Benson yvork from a 
Myratrol fact sheet and supply their 
own continuity. Sterling, for example, 
will tell a story about a friend who 
is particularly prone to poison iy v and 
then move into the commercial. ''It'- 
done so smoothly that you don't realize 
it s a c< nereial until it s over." com- 
ments Suzanne Humphreys de Florez. 

A y\ (jman s audience is the one 
sought and so daytime radio is used 
exclusiyely. It is the houseyvife who is 
the family doctor for minor things like 
poison ivy and Humphreys reports an 
amazing number of recommended cus- 
tomers. y\omen y\hosc friends heard 
about the product on Sterlings show 
and pass on the word. 

Humphreys and Douglas Lee W ood 
are now concentrating on a "be ready 
theme. They are selling Myratrol like 
sun-tan oil. to be taken alon^ on the 
family trip to the country, just in case. 

"The lesson y\e\e learned with My- 
ratrol y\ill apply to all our other radio 
advertised product-." -ay - "-u-an Hum- 
phrey - de Florez. W e're a company w itb 
an e-tablished reputation, dealing in 
family medicines uur product.- need 
the warmth and sincerity of liye copy 
and a real person. ' <^ 
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THE TV 
FAN WHO 
RUNS A 
NETWORK 



Leonard Goldenson sees 
ingenuity, co miter-programing 
as ABC's road to No. 1 net. 
Other eyes wateh to see if 
his take-over is permanent 

l™eonard Harry Goldenson. president 
of American Broadcasting-Paramount 
Theatres, which last year grossed 
$206.9 million; graduate of Harvard 
College and Harvard Law School; 
friend of company presidents from 
coast to coast; intimate of top-name 
talent, says that he is Mr. Average Guy. 
He may he right. 

There are many executives w ho pose 
as unaffected and down-to-earth citi- 
zens, even adapting folksy mannerisms 
intended to estahlish rapport and set 
visitor or subordinate at ease. With 
Goldenson, a pose is not only unlikely 
it is virtually unthinkable. 

You can talk to the man who works 
for him today, the man who worked 
for him five years ago or the man he 
fired a few weeks ago. The reaction 
does not vary by a hair's breadth. All 
peg Goldenson as a simple, straight- 
from-the-shoulder and remarkabl) un- 
pretentious fellow. 

The point has more than passing so- 
cial significance. It may explain whv 
Goldenson, one of the three most im- 
portant figures in network broadcast- 
ing, is still something of an unknown 
quantity to the broadcast industry and 
Madison and Michigan Avenues. His 
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Full responsibility for i\ neiwork i- in 
Ollie Trcyz' hand-, Golden-mi say-. The I wo 
pose willi Wyail Kurp -lar llujjli ()*I!ri;m 




Coldcnson's role as he we- ii t« m re- 
Inrn cM'nluuII\ in ABI'T headquarters and 
hrnud ptiltcy, litre he speak- l»> slnekliiihliT* 



Showbusiness ni-soiiaiioii will l»- key 

Goldenson af'tiwl). lie's old friend nf 
slars like ^inalra, producer- like Ih-ney 



ideas and operating approach are a- 
yet not widely understood, a situation 
m'onsok on these pa ges seek? 8 to correct. 

Goldenson's Mr. Average personality 
(his own phrase is ''Mr. Middle-Major- 
ity ') finds its most important expres- 
sion in his programing philosophy. 
He puts it this way : 

'"We're in the Woolworth busine*. 
not in Tiffany's." And, he adds. '"Last 
\car Tiffany made only $30,000." 

Coldenson is calm, measured and 
genial. The nearest he comes to show- 
ing pique is when he talks ahout some 
of television's critics — ''the wealthy in- 
telligentsia who lounge on the Riviera 
and watched television onre for an 
hour a few veals ago." 

Coldenson has apparently met -with 
little surcess in explaining the role of 
a mass medium to his acquaintances in 
the Riviera circle. But his point of 
view is more than likely to find warm 
acceptance among advertisers and 
agencies. 

He sees television as the medium of 
the middle-majority. But this does not 
represent a static level of programing 
or a presumption that mediocrity is the 
safe-and-sane path. He sees the pub- 
lie as constantly rising in its level of 
taste so that what is programing for 
the minority today may he majoritv 
programing tomorrow. 

"Gradual uplift" in the public's 
standards is the way he describes the 
proper objective of tv programing. 

He is vehemently opposed to fee tv 
on the grounds that the very people to 
whom television means most would be 
deprived of its benefits through fee tv's 
ability to outbid free tv for the most 
popular programs. "I'm opposed to 
fee tv on the basis of public interest." 
he says. "As far as our own interests 



are concerned, 1 know we could make 
much more money from fee t\ ." 

\\ hile the image of Coldenson as a 
top-rung administrator who has none- 
theless retained his identity with the 
iuerage tv viewer is valid, it is of 
(nurse an over-simplification. Colden- 
son himself recently pointed out that 
the modern broadcaster "'wears at least 
seven hats." This was the theme of his 
speech in Chicago in mid-May when 
new headquarters for AB-PT's WBKB 
were dedicated. 

Sl'ONsOK sees Coldenson as wearing 
at least eight business and personal 
hats. Consider them one by one and 
you arrive at the full picture of the 
man. his philosophy, his objectives 
which are less modest than his de- 
meanor. 

1. Broadcaster: Main people think 
Leonard Coldenson is new to the 
broadcasting fraternity because United 
Paramount Theatres and Ameriran 
Broadcasting Co. didn't merge until 
1953. But Goldenson's broadcast his- 
tory goes back to 1939 when Para- 
mount and its Balaban & Katz movie 
chain subsidiary put (what is now I 
WBKB on the air in Chirago. He uas 
also familiar with radio station opera- 
tion long before 1953 through L'PT's 
partial ownership of WSMB. New Or- 
leans. 

ARTICLE IN BRIEF 

Leonard Coldenson is many things to 
ABC, but just "Mr. Middle-Majority" 
to himself. He has taken dead aim at 
network leadership for ABC and that 
includes radio, recently set up as a 
separate division. Here's his pro- 
graming and administrative approach. 



One of the things which Golden-mi 
sjys surprised him in the earh ti \ ear- 
was the despair among radio broad- 
casters. "'Only the people in radio 
were discouraged." he -ay-. "Outsid- 
ers could see its great potential." 

Coldenson has retained his faith in 
radio, manifesting it recently with the 
appointment of a top-drawer adminis- 
trator and salesman in the person of 
Robert Eastman to head the ABC radio 
network. The radio network is now a 
separate corporation with Eastman as 
president. 

Coldenson stresses again and again 
his belief in delegation of authority 
and separation of functions. 

W ill he then soon name a president 
for ABC TV? 

Coldenson says that Ollie Tre\z a- 
v.p. in charge of ABC TV has all the 
power and responsihility he would 
have if his title were president, that the 
board of directors sees Ollie Tre\z a- 
no less responsible for ABC TV with 
the v.p. title than with the title of pre-i- 
dent. But he does not dismi— the 
possibility that ABC T\ will in time 
be set up as a separate corporation 
with a separate president. 

Until the departure of Robert Kbit- 
ner as president of ABC (h and radio 
this past fall. Coldenson had not main- 
tained an office at \BC headquarters. 
But since October he has spent most of 
his time at \BC. although commuting 
back downtown to \B-PT headquar- 
ters a da\ or two a week. He -a\- that 
his goal is to work his back down- 
town for Hood I \BC s offices are on 
\\ . 66th St.. \B-PTs on l!n>adwa\ be- 
tween 13rd and 14th M.I. 

Certainlv his office in the \BC build- 
ing does not look like the permanent 
quarters of a man who head- a S207- 
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Early leader in United Cerebral PaUy cause. Golden-on lierc presents scroll to President 
Eisenhower with other L'CP leader-: Jack 1 landman. M. llansman & Sons; William Clay. Ford 
v.p.; Roper Firestone. Firestone Pla-tics pres.; Joseph A. Martino, National Lead Co. pres. 



million corporation. It is spacious and 
comfortable but the scant) decor sug- 
gests transience. (His office at UPT 
headquarters is paneled and strewn 
with pictures.) 

There are some, however, who doubt 
Goldenson is a \isitor at ABC. Here is 
the anahsis of one former ABC ex- 
ecutive : 

■'Leonard is fascinated with pro- 
graming and although he has stated he 
only intends to stay in an active capac- 
ity at ABC for one year. I believe he 
will stay on indefinitely."' 

What are the basics of the ABC TV 
programing strategy around which 
Goldenson and Ollie Treyz are build- 
ing? They boil down to these three: 

A. ABC will counter program — of- 
fer the kind of shows which the other 
networks are not offering in a time 
slot. This is not merely a question of 
mechanically reshuffling existing pro- 
gram t\pes. The objective is to devel- 
op new and different formats. 

Goldenson points to the adult west- 
erns and the shows m.c.'d by singers 
I Frank Sinatra, Pat Boone) as two 
t\pes in which ABC has led the way. 

\\ hat of the tendency in television 
as well as motion pictures for one suc- 
cessful show to spark a flock of imita- 
tors? Goldenson finds no fault with 
such strategy but draws on his experi- 
ence in the motion picture business for 
this summation: '' The first of a c\cle is 
always successful: the last is never suc- 
cessful. \\ e want to be first.' 



B. ABC will program to many pub- 
lics. While the basic mission is to 
reach the majority, Goldenson believes 
a network must, as a matter of public 
responsibility and good business prac- 
tice, present programs which "add to 
the richness and fulfillment of our 
lives. ' He told an RTES luncheon in 
\ew York recently that if ratings alone 
were used as the guide post, televi- 
sion s "program pool would dr\ up, 
the virus of sameness and monotony 
would sap the strength of television." 

C. ABC will experiment. With 
ABC's growth in coverage and audi- 
ence popularity and with the building 
of a solid team under Ollie Treyz and 
Bob Eastman. Goldenson feels there is 
opportunity to seek new things. Does 
television with its high costs provide 
opportunity for experiment? Does tv 
need some system for "out-of-town" 
try outs? Goldenson told sponsor he 
has considered the possibility of test- 
ing new shows in one market — "all 
you'd need.' he says. 

2. Showbiisinessinan : Goldenson 
has been in show business 24 of his 50 
\ears and this may help to explain win 
he looks 10 years younger than he is 
Ian even suntan helps, too). He knows 
all the top performers, producers and 
writers in Hollywood. He's worked 
with every big name star who has trod 
the mink-producing boards of Xew 
York's Paramount Theater. Since 
UPT was part of Paramount Pictures 



before the consent decree separating 
the two. he's been associated with pro- 
duction as well as motion picture dis- 
tribution. And this year AB-PT itself 
goes into theatrical movie production 
for the first time. I First release: a sci- 
ence fiction film next month). He 
heads Am-Par Record Corp., which 
features top-ranking popular vocalists. 

And, in the very early days of tele- 
vision at WBKB. Chicago, he helped 
develop a tv roster of stars headed by 
Burr Tillstrom and his Kukla. Fran 
and Ollie (this was in the mid-40's). 

What has he learned from the movie 
business that applies to tv? "Even 
though there's no similarity between 
operating a theater chain and a radio 
or tv chain, subject matter which has 
done well in movies will do well in tv. 
The bad things, likewise, are common 
to both." 

What's bad? "Fantasy, the type of 
fantasy where a person dreams." other- 
worldly fantasies. People basically 
want programs with which they can 
identify. This is why he feels antholo- 
gies have a limited tv future. 

3. Administrator: People who have 
been exposed to Goldenson's adminis- 
trative approach say he's the mythical 
perfect executive. 

Typical quote from a UPT execu- 
tive: 

"He delegates authority all down the 
line — and backs it up every minute of 
the day. If you do well, you get a 
very warm compliment. If you stub 
your toe, he gives you a good reason 
why it happened. He'll do anything 
himself which he asks you to do. 

"He's willing to take chances. He'll 
listen to advice, and listen not only po- 
litely but considerately. He pays at- 
tention. He'll accept readily from sub- 
ordinates, but if you aren't able to con- 
vince him he 11 go ahead w ith what he 
had in mind. He's not bull-headed or 
stubborn. He's thoughtful and inter- 
ested in people but not ever curious in 
a Peeping Tom sense." 

But this dissenting voice is heard 
from one of the executives who left 
ABC: "Goldenson still needs time to 
learn this business. Exhibitors don't 
take risks and he is still essentially an 
exhibitor. He's a great businessman, 
but he has a lot to learn." 

Goldenson sees the right man in the 
right job as the kev to administration. 

"There's no substitute for quality 
people," he says. "We know this makes 
the best chemical formula. We've al- 
ways gotten the best and we've got 
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tlifin mow in Trey/, and T\a.*lman." 

Goldeuson's rule at this |)(iint is out' 
of chief integrator, lie savs he makes 
no elinit sales presentations; never 
pilches his network facilities despite 
reports to the contrary Ithnngh lie ha** 
math" tours to met admen I. 

"1 know main ath ertisers and agen- 
cv people socially from clnh work, 
ai.d act i\ it itv. partita and project*,. 1 
ne\er discuss my specific business with 
them: that's up to the sales depart- 
incut. 

\dv ertisers who ha\c dealt with 
NBC during the spring; Inning; season 
report it is indeed true that Colden.son 
has given the hall to OHie Trey a and 
has let him run with it to what alread\ 
looks like a great season. "OHie will 
come out looking; like a hero." one of 
SBC's customer* commented, "and he 
deserves it. He ha* worked around the 
(lock and foimht hard for e\er\ sale." 

lint Gohlenson. meanwhile, has not 
heen sitting astride a mountain waiting; 
for his captains to bring him news of 
victory. A typical comment: "lie is in 
on every thing, apparent!} working in 
close touch with OHie. We spoke on 
the phone to Leonard Goldenson as 
well as Ollie Trevz in the course of 
negotiation, lie had been filled in on 
every detail to the letter." 

One of the NBC clients SPONmjk 
spoke to felt Coldenson's delegation 
of authority has more purposes than 
are put down in the Harvard Business 
School textbook. The advertiser in 
question has concluded satisfactory 
negotiations with the network but re- 
calls this incident: 

"W e had a protest over one phase 
of the negotiation and called Leonard 
Gohlenson on it. We think we were in 
the right but on the other hand \BC 
had its own good reasons for seeing it 
the other way. Leonard siinph told 
ns the matter was in Trevz' hands. We 
think he should have stepped in. 
I here's a case where delegation proved 
1. iight\ convenient." 

I. Lawyer: His Harvard law degree 
I He worked his way through) has been 
angled in many directions since his 
graduation in 1930. In 1933 he was 



assigned to reorganize 



aramount s 



New England theaters. He took a 
straight, legalistic business tack. In 
1950. when the federal government is- 
sued an injunction divorcing Para- 
mount's production and distribution 
activities. Gohlenson became immersed 
in the pertinent federal statute-. 
[Please turn poire I 



$500,000 SUMMER SALES BLITZ 

1 bere is less rea*on for an ad\eitiser to take a "hiatus" in 
feature film sponsorship than in almost an\ other form of air 
media adv ertt«ing. Reason: summertime .indieiti ■!*•». research 
shows, are bigger during latc-ev euiiig than tli< \ an- during the 
winter. Prohablv this is because people sta\ up late to beat the 
heat. 

This fact was small consolation to the radio and t\ division of 
Triangle Publications Inc. late last month. There were gaping 
holes in tin- sponsorship schedule for feature films on the I riaugle 
stations |\\F1L-T\. Philadelphia; \\\BK-T\. Binghaiuton. \. ^ .: 
\\KBG-T\. Mtiiumi. I';'- WNllC-TN. New 1 laven-Haitford. 
\\ LBK-T\ . Lebanon. Pa. I. 

Roger Clipp. \ .p. in charge of the Triangle stations, called in 
Ken Stowman. general sales manager for \\ F1L and W F1L-TN . 
"ken." he said, "you've conic up with main an ingenious idea. 
Come up with one now." 

Within one week Stowniau not only had his idea approved ami 
executed hut the stations were richer by $500,000 in gross -ales. 

The idea w as w hat Stow man calls old-fashioned selling: bring 
the Inner and the seller togetber in a '"showroom. 

To display their ''wares." the Triangle promotion and advertis- 
ing department under John Scheuer. Jr.. made up large schedule 
boards on which were shown sold and un-sold time in feature 
film programs. \t a glance potential buy ers were made aware of 
what time slots were available. There was a board for each sta- 
tion. To pie-sell the campaign. Triangle devoted one of its regular 
spread ads in sponsor to the summer *alt«» blitz. 

Then, within five days after Clipp s admonition that Slow man 
conic up with an idea. Triangle had its board* set up in a Chat- 
ham Hotel suite in New York City. Stow man and Howard \lachs- 
meir of Triangle sales in New York (as well as their national rep- 
resentatives at Blair- Tv and katz l hit the phones and invited 
account men. media directors, buyers to fume see their wares. 

With the success of their '"show room blitz (Triangde would 
have been happy if sales hit $100,000), Triangle will now move 
the same technique to Detroit. 



OS BEST MOVIES 

WHLTV-— <u6 




Maschmeier and Stoteman, oj Triansle stations, shau summer film s< hedulr 
to Jack Creamer, television account executiie at ) ouns X' Rubnam 
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COLDENSON continued 



He directed what his company calls 
the largest theater reorganization in 
industry history, reducing the number 
of mo\ie houses from 1,124 in 1919 to 
5.10 todav ."' 

Today Goldenson is using his attor- 
neys talents as a talent negotiator, lie 
is credited with a major Iv coup— get- 
ting Frank Sinatra exclusively for a 
Frida\ night starter next fall. How 
did he land him? 

More than a vear ago he visited 
Sinatra several times in his dressing 
room at the Paramount Theater in 
New York, talking about ways in 



which the heav ilv -taxed performer 
could make a profitable tv deal. Cold- 
enson came up with an answer. The 
details have never been revealed but 
it's a stock deal. 

A personal friend of Goldenson sa\ s 
his strategy is to "put a guy in busi- 
ness for himself." Talent, lie adds, 
have confidence in the man. 

This was substantiated in a timely 
wa\ for a sponsor reporter. Sitting in 
Goldenson"? reception room, the re- 
porter saw Jack Webb emerge. Said 
Webb to a friend who accompanied 
him: "That guj's as nice as you are! 



If anvbod\ will give vou a good deal, 
he will." 

Goldenson says that talent negotia- 
tion will always be a field in which he 
will remain partieularlv active on 
ABC's behalf. 

One of the advantages of his per- 
sonal participation in talent negotia- 
tion is apparentl) the ability this gives 
ABC to move fast. ABC can often 
deliver a deeision on a program pur- 
chase while its contemporaries are still 
trying to gather an executive quorum. 
This faetor has proved important in 
landing new properties for ABC. 

5. Planner: "When I start anything. 
I like to see it finished. I like to see 
something over the horizon." savs 
Goldenson. 

Long before he urged the merger 
with ABC. he knew he would some day 
see Paramount Theatres in a com- 
manding tv position. "It was merely a 
matter of how he was going to do it," 
says one of his executives, "and the 
ABC thing happened along at a fine 
time." 

In the competitive realm of network 
tv. he fully expects to move ABC up 
the program-billings barometer to the 
point where first it narrows the mar- 
I gins between ABC and the other net- 
j works and then passes them. 

A friend says simply "His only ob- 
jective is to run the biggest and the 
best company devoted to mass enter- 
tainment — movies and radio and tv." 

6. Financial man : Finance is some- 
thing he insists his top men under- 
stand and use to corporate advantage. 

Why ? Beeause "as far as money 
paid for talent and programing, the 
movie industry looks like a piker com- 
pared with tv. Il took the picture in- 
dustry 30 years to hit the point where 
tv is now. in terms of dollars paid for 
properties and talent." 

AB-PT in the next four years will 
spend $65 million on plant and eolor 
t\ alone. "We are all in big business, 
very big business. The cost of doing 
| business in television is even greater 
than the eost of doing business unth 
television." 

The ABC properties aren't paving 
I off as the eompany anticipated a year 
ago. But "we're ahead of the point 
where we thought we'd be in the blue- 
print we made in 1953."' The five-year 
plan assumed it would take that long 
before ABC TV readied a truly com- 
petitive status with the other nets. 
(Please turn page) 
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Seattle's 120 Yellow Cab drivers know 
what's going on in town. - 

That's why we made them Radio KING 
"stringers." 

They report eye-witness news to their 
dispatcher. He relays "yellow alerts" to 



the KING News Bureau by private wire. 

Another reason people are saying: 
"You Don't Miss a Thing, 
If You Stay Tuned to KING" 



50J000 WATTS— 1090 KC 
ABC— BLAIR, INC. 



FIRST IN SEATTLE 



Radio KING 



ASSOCIATED WITH KING-TV. SEATTLE, WASH. AND KGW RADIO-TV. PORTLAND. OREGON 



Baltimore's top-rated* 
feature film show 
Saturdays at 11 pm 

now has availabilities 

FIRST RUN 
FILM THEATRE 

exhibiting a new host 
of screen triumphs 
selected from major 
hollywood packages i 

full length productions including: 
Diamond Jim, Adam Had Four Sons, 
Penny Serenade, Together Again, Bed- 
time Story, Ladies In Retirement, She 
Married Her Boss, It Had To Be You, A 
Night To Remember, House Of Seven ' 
Gables, The Doctor Jakes A Wife. 

I 

famous stars including-. 
Claudefte Colbert, Melvyn Douglas, i 
Ingrid Bergman, Fred Astaire, Rita Hay- 
worth, Fred MacMurray, Ginger Rogers, 
Cary Grant, Marlene Dietrich, Charles 
Boyer, Rosalind Russell, Ray Milland, j 
Susan Hayward, Brian Aherne. 



Maryland's Afrf^K * April 

Pioneer CwJ ARB 
TV Station ^^^r Report 




SUNPAPERS TELEVISION, BALTIMORE, MO 

TELEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 

Nfw York, Detroit, St. Louis, - Son Froncisco, 
Chicago, Atlanta, Dallas, Los Angeles 



Goldenson clears all hills, checks all 
financial statements from the owned 
and subsidiary enterprises, approves 
all major expenditures requested by 
the nine and one-half owned and oper- 
ated stations (five tv, four and one- 
half radio ) . 

7. Citizen: Goldenson's biggest 
growth company started with nothing 
seven years ago and this year will 
gross $10 million. He's plowing to- 
ward a $50 million yearly goal. The 
"eoinpan}'* Is United Cerebral Palsy 
which he and his wife founded in 1950. 

Their initial interest was prompted 
b\ the fact that one of their daughters 
has CP. But parental interest shortly 
became an all-encompassing public one 
with the Goldensons raising money for 
research, education and hospital clin- 
ics. They collected the first CP fund — 
$75.000 — in 1950 by sponsoring a va- 
riety show with 40 big name perform- 
ers at a Westchester County country 
club. 

Today, chairman of UCP for the 
third \ear. Goldenson helps direct and 
finance man) medical research projects 
which are helping thousands of young- 
sters. 

He's also interested and active in the 
therapy and rehabilitation of the old. 
His wife's father established the Home 
and Hospital for the Daughters of 
Jacob in New York, maintaining it for 
600 persons as a family project. 

8. Family man : Leonard Goldenson 
gets up at 6 o'clock in the morning, 
even if he has sta\ed in his ABC office 
until 3 that same morning. He gets up 
earl\ so he 11 have what may be the 
only chance during the day to talk 
with his youngsters, ask them what's 
happening at school, tie the family into 
a social unit even if only for a brief 
time. The youngsters are Genise, 13: 
Loreen. nine: Maxine. six. 

They live in a big. rambling house 
in Mamaroneck. N. Y.. with lots of 
ground and no ostentation. This lack 
of pretension, friends report, extends 
to home habits and his patterns of in- 
conspicuous consumption. '"Leonard 
has several cars — all small.'' 

He drives one of them to work, 
checking in with his secretary at 8:45. 
Then a round of conferences ( largely 
with Treyz on tv matters) — a few by 
formal appointment — a lot of paper 
work, business luncheons but few din- 
ners, nighttime meetings which often 
go on until midnight or afterwards. 

He doesn't drink or smoke. These 



abstentions may or ma\ not have any 
influence on his vitality. His onlv con- 
cession to keeping in shape is playing 
tennis every Saturday and Sunday 
morning near his home. "Those two 
hours carry me through the week with- 
out exercise," he savs. 

One of his favored recreations, tap- 
ered off in the past few months because 
of his time-taking ABC reorganization, 
is seeing movies. He has a 60-seat 
movie theater in a wing of his home, 
equipped with both 16 and 35 mm 
projectors. 

"I see kines. pilot films; I frequently 
borrow film shows I've missed from 
the other nets. I love double features, 
have run as many as four full-length 
features in an evening." He gets choice 
products from all movie producers, 
and in the past has entertained from 
25 to 30 people as often as four times 
weekly with new films. 

These aren't parties, as such. The\'re 
showings. He's looking for reactions 
but he never asks for them. 'The mo- 
ment you ask someone what they think 
of a picture, you're asking a leading 
question. I like criticism to be spon- 
taneous, unsolicited — and I think 
women have better judgment on these 
matters than men do." & 



MEMO.' TIMEBUYER 

WILK 

packs the kind of 

SALES WALLOP 
The big boys Look for! 

When MAJOR ADVERTISERS 
want their story to REACH the 
radio audience in the WILKES- 
BARRE METROPOLITAN AREA 
they do it WITH WILK. 

Big advertisers like Pepsodent — 
Beech Nut — Listerine — use WILK 
for their complete radio campaign. 
They know from past experience 
WILK gets their message to the 
greatest listening audience in the 
rich Wyoming Valley area. 



Atlantic Refining has sponsored the Phillies base- 
ball games on WILK for the past six years. 
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KNOXVILLE, TENN. 

Serving 217,433 Homes in a 5-State Area 

CHANNEL TEN 



■f «- 



% * 

REPRESENTED 
NATIONALLY BY KATZ 





Why flounder around for sales in the Prosperous Piedmont section 
of North Carolina and Virginia? Make a big cafch every time with 
WFMY-TV. Easy to do here in the industrial South because 
WFMY-TV provides coverage of the area that no station, or group 
of stations, dares claim. Call your H-R-P man today. 



Greensboro 

Winston-Solem 

Durham 

High Paint 

Salisbury 

Reidsville 

Chapel Hill 

Pinehurst 

Southern Pines 

Fart Bragg 

Sanfard 

Martinsville, Va. 
Danville, Va. 



WFMY-TV . . . Pied Piper of the Piedmont 
"First with LIVE TV in the Carolines" 



50 Prosperous Counties 
$2.7 Billion Market 



2.1 Million Population 
$2.1 Billion Retail Sales 



uuf mu-tv 



Basic 




GREENSBORO, N. C. 

Represented by 
Harrington, Righter & Parsons, Inc. 

New York Chicago San Francisco — Atlanta 




Since 1949 
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,/ HM'/i/l listing of rll<tttgr) 

in the atit crtt.stnfi and hi mid( n\t ftrlds 



NEW AND 



NEW ON RADIO NETWORKS 



SPONSOR 

Bcltonc Hearing Aid Co, Chi 

Dodge. Detroit 

Crovc Labs. St Louis. Mo 

Crovc Labs. St Louis. Mo 

Intcrntl Ladies Garment Workers Union, NY 
Miller Brewing Co, Milwaukee 

Miller Brewing Co, Milwaukee 

C. H. Mussclman Co, Biglcrvillc, Pa 

Pabst Brewing Co, Chi 
Pabst Brewing Co, Chi 

Pepsi-Cola, NY 

RCA. NY 



AGENCY 
Olian & Bronncr. Chicago 

Grant. Detroit 
Sidney Garfield. SF 

Sidney Garfield. SF 

Furman, Fcincr & Co. NY 
Mathisson & Assoc, 
Milwaukee 

Mathisson & Assoc, 
Milwaukee 

Arndt. Preston, Chapin, Lamb 
& Keen. Inc 

Leo Burnett, Chi 
Leo Burnett, Chi 

Kcnyon & Eckhardt, NY 

Kcnyon & Eckhardt, NY 



STATIONS PROGRAM, time, start, duration 

ABC 330 Don McNeill's Breakfast Club two 5 mm segs per wk start 

16 Sept 

NBC 16S Monitor Sports legs; <2 spon; 22 June; 10 wks 

NBC 16B News of the World; M F 7 30-7 4S pm; onc-min parties; 2B 

May; 10 wks 

NBC 165 Nightlmc; T, W. Th B 30-10 pm one-min parties; 2B May 

10 wks 

ABC ILGWU Anniversary Pgm; 10 :0S- 1 1 pm 13 June only 

ABC 330 Newscast; nine S mm segs M-F B 2S pm. Th 4 pm. F 2. 3, 

4 pm; 1 July. 39 wks 

ABC 330 Sportscast; eight S mm segs Th & F 6 pm. Sa I 2S. 2 25. 

3:30. 4 30. S:30, 7 2S pm. 1 July. 39 wks 

ABC 330 Don McNeill's Breakfast Club, three S mm segs per wk 

start 16 Sept 

NBC 165 Monitor; 60 & 30 sec parties; 7 June; 13 wks 

NBC 16S Nightlmc; T, W. Th B 30-10 pm . 60 & 30 sec parties. 4 

June; 13 wks 

NBC 16S Monitor I Bob & Ray, Fibber McGcc & Molly scgsi , 10 onc- 

min & 10 thirty-sec parties, 15 June; 13 wks 
NBC 16S Monitor; Sa. Su; parties; 13 July; B wks 



RENEWED ON RADIO NETWORKS 



SPONSOR 

Admiral Corp. Chicago 

Midas. Inc. Chicago 

R. J. Reynolds, Winston-Salem, NC 

Swift & Co, Chi 



AGENCY 

Henri, Hurst. McDonald, 
Chicago 



STATIONS 



ABC 330 

Bozcll & Jacobs, Inc, Chicago ABC 250 
Wm Esty. NY NBC 16B 

Mc-E, Chi CBS 19B 



PROGRAM, time, start, duration 

Don McNeill's Breakfast Club; five S min segs per wk, 1 
July; S2 wks 

Paul Harvey News; M-F 6:30-6:35 pm; extended additional 
39 wks 

News of the World; M-F 7:30-7.45 pm; onc-min parties; 1 
July; 26 wks 

Art Linklcttcr's House Party; F 3:15-3.30 pm; 7 June; S2 wks 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

G. Kenneth Adams 
Frank I. Allcbaugh 
Max D. Anwyl 
Irving Baldncr 
Edwin R. Barrows 
Howard Becker 
Alfred Paul Bcrgcr 
Norman J. J. Bcrgcr 
Curtis Berrien 
Howard M. Brcnncman 
Emil Busching 
Bcnita Camicia 
John R. Carr 
Jean Carroll 

Thomas B. Casey 
David S. Christy 
Henry W. Cleeff 
Frank Daniel 
Robert F. Desmond 
Betty Dickie 
Vincent W. Erickson 
Robert G. Everett 
Arthur P. Fclton 
Richard E. Fisher 
Robert L. Flink 
Lester E. Gallagher, Jr 
Maurice J. Garrett 
Clayton G. Going 
Marx Hartman 
John Hoagland 
Wm I. Hoffhine. Jr 
Robert G. Holmes 
Ernest Lee Jahncke, Jr 
Dcwitt L. Jones 
Ted Kcpes 
Victor Lee 
Donald L. McGce 
George Miller 
William J. Moore 
Paul E. Nelson 
Peter H. Nicholas 
Martin L. Nierman 
Ted Page 
Donald E. Perdue 
Wm R. Pinkney. Jr 
George Polk 
Norman Raw 
Stephen H. Richards . 
Charles F. Rivers 
Don Rowc 



FORMER AFFILIATION 



Galen E. Broylcs, Denver, industrial advtg 
Nccdham. Louis & Brorby, Chi, treas 
Boston Post 

Landers, Frary & Clark, New Britain, Conn, advtg prod mgr 

Grey Advt, NY, acct exec 

Emil Mogul Co, NY, copy grp head 

Grey Advtg, NY, corp secty & gen mgr 

Footc. Cone & Bclding. Chi, vp 

Nccdham. Louis & Brorby, Chi. controller 

Dormin, Inc. NY, gen mgr 



Sullivan, Stauer, Colwell & Baylcs, NY, time buyer & media 
coord 

Ross Advtg, Peoria, art staff 
McCann-Erickson, NY 

Lcnncn & Newell, NY, business mgr radio-tv dept 
J. Walter Thompson, NY 
KTLA. LA, supvsr traffic & cont 
Nccdham, Louis & Brorby, Chi, asst controller 
Leo Burnett, NY, acct supvsr 
Bruce Payne Asso. vp & dir mrkting . 
Amcr Airlines. NY, dir community affairs 
Ross Advtg. Peoria, art dir 

Ketchum. MacLeod & Grove. Pitts-NY, merchdsng acct c 
Kudner Agcy. Inc, LA, pub rcl's 
BBDO. SF. acct exec 
Eisaman-Johns, LA. prod mgr 
BBDO, NY, in chg tv-radio pgming 
Guild. Bascom & Bonfigli, SF, sccty-trcas 
WWLP-TV. Springfield, prod 
ABC Radio Net. NY, vp & asst to prcs 
Leo Burnett, NY, acct supvsr 
J. Mather Lupton Co. NY. asst prod mgr 
Wank & Court & Lee, SF. sccty-trcas & partner 
Buchanan & Co, SF, v-chrmn of plans bd & acct exec 
Operated own public rcl's agcy. SF 
NBC. NY. mgr pgm & fax pricing 
Gardner Advtg. St. Louis, radio-tv prod supvsr 
Benton & Bowles. NY. asso research dir 
Edward Pctry, NY, eastern sis mgr 
Edward Petry, NY, acct exec 
Biddlc Co. Bloomington, prod mgr 
WTVH-TV. Peoria, sis 
BBDO. NY, in chg tv-radio planning 
Allied Graphic Arts. NY 
Kudner Agcy. Inc. LA. liaison exec 
Robt M. Garrick. acct exec 
BBDO. Hollywood, head tv-radio prod 



NEW AFFILIATION 

Kal, Ehrlich & Merrick Advtg. Wash. DC, acct exec 
.Same, vp 
Same, financial vp & secty 

Allcngcr Advtg Agcy. Brookline. Mass. acct exec 
Wm Schallcr Co. W Hartford, Conn, prod mgr 
Richard K. Manoff, NY, acct exec 
Same, copy chief 

Leber & Katz Advtg, NY, partner & gen mgr 
Reach, McClinton & Co. NY, vp & copy dir 
Same, treas 
Same, vp chg of sis 

Clint Sherwood Advtg. SF. head publicity & pub rcl's dept 
Andcrson-McConncll Advtg. LA, mrkting dir 

Compton Advtg, LA. media dir 
Same, research-media mgr 
Anderson & Cairns, NY. asst acct exec 
Ogilvy Benson & Mather, NY, time-buyer 
Ted Bates. NY, asst media supvsr 
Burke Dowling Adams. NY, art director 
Bcrnic Ebcrt & Asso. LA, prod supvsr 
Same, asst to treas 
Same, vp 

Cunningham & Walsh. NY. same 
Lenncn & Newell, NY. asso dir merchdsng 
Same, acct exec client service 
Same, dir of merchdsng dept 
Same. LA liaison exec 
Same LA. acct exec 
Bcrnic Ebcrt & Asso. LA. acct exec 
Same, acct exec 
Same, plus vp 

Houck & Co. Roanoke. Va. dir radio-tv dept 
Edward Pctry, NY, vp & asst to prcs 
Same, vp 



Same, prod mgr 
Honig-Coopcr, SF. 
Honig-Coopcr. SF. 
Campbell- Mithun. 
Benton & Bowles. 



art director 
merchndsg acct exec 
Hollywood, acct exec 
NY. dir tv ops 
Aubrey Finlay Marlcy & Hodgson. Chi. acct exec 
Chas. W. Hoyt Co. NY. vp in chg research 
Same, vp & ntl sis mgr of tv div 
Same, asst sis mgr 
Ross Advtg. Peoria, prod mgr 
Ross Advtg. Peoria, head tv-radio div 
Same, plus tv-radio pgming 
J. Mather Lupton Co. NY. asst prod mgr 
Same. NY, acct mgr Buick Mtr div 
Endorsements. Inc. NY. vp in chg western div 
Same, NY, tv-radio acct exec 
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NEW AND RENEW 



ADVERTISING AGENCY PERSONNEL CHANGES continued... 



NAME FORMER AFFILIATION NEW AFFILIATION 

H. R. Stcbbins Johnson & Johnson, New Brunswick, NJ, public rel's & 

merchdsng . . Vic Maitland & Asso, Pittsburgh, dir of merchdsng 

Robert Stefan __BBDO, Hollywood _ _ _ Same, asst to vp Hollywood office & head of prod 

William F. Treadwell Leo Burnett, NY, mgr publicity dept Same, vp 

Don Trevor ATV Film Productions, exec prod & dir Doyle Dane Bernbach, NY, tv producer 

Joseph J. Trout Progressive Grocer Mag, NY, asso ed BBDO, NY, grocery mrkting specialist 

Virginia Voboril __Cood H'skeeping Mag, NY, asso food ed Kenyon & Eckhardt, NY, asst home economist 

Nat Watcrston J. Mather Lupton Co, NY Same, acct exec & prod supvsr 

William L. Wernicke Morey, Humm & Warwick, NY, radio-tv dir Same, vp 

Ken Westerdale Peoria art studio .... .. Ross Advtg, Peoria, asst art dir 

Max Wylie . .. Omnibus tv show editor -Lennen & Newell, NY, prod supvsr tv shows NYC 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Rudy Bergman 
C. R. Bramham 
Michael Burke 
Roger N. Cooper 
William F. MacCrystall 

Thomas P. DeVito 
Dale Drake 
Merl L. Calusha 
Ceorge A. Creenwood _ 

Tom Criscom, Jr. .. 

Richard H. Curley, Jr. ... 

Burton H. Hanft 

Robert Kimball 
Richard F. McCarthy 
Peter McCovern . 
Jack Miller 
Harry Pertka 
Robert B. Read 
Robert F. Reid 
William Seaman 
Ceorge F. Spring 
Irving Waugh 



FORMER AFFILIATION 

New York Daily News, NY, columnist & assoc radio-tv ed 
WSM-TV. Nashville, sis mgr 

ARB, Washington, DC, western div mgr 
KOA-TV, Denver, gen sis mgr ... . . 

ABC-TV, NY, assoc dir 

KFJZ-TV, Fort Worth, ntl sis mgr 

WCY, Schenectady, mgr 

WNAX, Yankton, S. Dak, prom mgr 
WSM-TV, Nashville, acct exec 
WEEI, Boston, sis staff 
.Screen Cems, NY, dir of business affairs 



WKRC-TV, Cincinnati, sis rep 

Byron Productions, tv ed-researcher 

Buchanan & Co, LA, acct exec 

ABC-TV, NY, sis exec ... 

WKRC-TV, Cincinnati, local sis mgr _ 

WRCB, Schenectady, sis mgr 

ABC-TV, NY, pgm service mgr 

WCY, WRCB, Schenectady, sis 

WSM, Nashville, exec asst to pres & comm dir radio-tv 



NEW AFFILIATION 

CBS Radio, NY, press & info dept 
.Same, comm mgr 
.CBS-TV, England, dir of net pgms 
. Same, stn relations mgr 

Head of new stn syndicate including KVOA AM & TV, Tucson, 
& KOAT-TV, Albuquerque 

Same, pgm service mgr 
.. KLIF, Dallas, gen mgr 
..WRCB, Schenectady, mgr 
..WSAZ, Inc, Huntington, W. Va, prom mgr 
.Same, local sis mgr 

WBZ-TV, Boston, acct exec 
-Same, vp in chg business affairs 
-WACA-TV, Atlanta, tv prom mgr 

Same, local sis mgr 
_ NTA Film Network, NY, dir of net prom 
.. KTVR, Denver, asst gen mgr 
. NTA Film Network, NY, sis exec net sis 
..Same, asst gen mgr & gen sis mgr 

WCY, Schenectady, mgr 
..Same, production mgr 
..WRCB, Schenectady, sis mgr 

WSIX, Nashville, gen mgr radio & tv 



NEW ON TELEVISION NETWORKS 



SPONSOR 



Bauer & Black, Chi .... 
Campbell Soup, Camden 
Chesebrough-Pond's, NY 



AGENCY 

Chi 



. Leo Burnett, 

NJ BBDO, NY 

Mc-E, NY 

Florida Citrus Commission, Lakeland, Fla. Benton & Bowles, 



NY 



Kellogg Co, Battle Cr'k, Mich 

Kellogg Co, Battle Cr'k, Mich 

Kellogg Co, Battle Cr'k, Mich 

Kellogg Co, Battle Cr'k, Mich 

Kellogg Co, Battle Cr'k, Mich 

Kellogg Co, Battle Cr'k, Mich 

Oldsmobile, Lansing. Mich 



Pabst, Chi . 
Pepsi-Cola, NY 
Pontiac, Pontiac, 



Mich 



P&C, Cincinnati 

Ralston Purina, St Louis, Mo 

Union Carbide Corp, NY .. 



Leo Burnett, Chi 

.Leo Burnett, Chi 

.Leo Burnett, Chi _ 

.Leo Burnett, Chi 

.Leo Burnett, Chi _ 

.Leo Burnett, Chi 

. D. P. Brother, Detroit 

.Leo Burnett, Chi 

Kenyon & Eckhardt, NY ... 
MacManus. J & A, Bloomf'd 

Hills, Mich . 

Benton & Bowles, NY 

Gardner, St Louis, Mo 

J. M. Maches, NY 



STATIONS PROGRAM, time, start, duration 

-CBS 77 Arthur Codfrey Time; Th 10:30-10:45 am; 4 July; 9 wks 

.ABC _ Colt. 45; alt F 10-10:30 pm; IB Oct; 52 wks 

-NBC Bob Cumming's Show: alt Tu 9:30-10 pm; 1 Oct; 52 wks 

CBS 102 Arthur Codfrey Time; Tu 11-11:15 am; 2B May; 16 June eff, 

11 :15-11 :30 am; 13 wks 

ABC ... The Buccaneers; alt F 5-5:30 pm; 4 Oct; 26 wks 

ABC .. Circus Boy; alt Th 7:30-8 pm; 19 Sept; 52 wks 

ABC . ...Sir Launcelot; alt W. 5-5:30 pm; 2 Oct; 26 wks 

ABC Superman; M 5-5:30 pm; 30 Sept; 26 wks 

ABC Wild Bill Hickock; Tu 5-5:30 pm; 1 Oct; 26 wks 

ABC Woody Woodpecker; Th 5-5:30 pm; 3 Oct; 26 wks 

NBC Six special 1 hr pgms starring Jerry Lewis; '57-8 season; dates 

& times tba 

_NBC Pabst Mystery Theatre; Su 9-9:30 pm; 29 June; 13 wks 

.NBC Annie Cet Your Cun (C/2>; W B:30-10 pm; 27 Nov only 

-NBC <Vnnie Cet Your Cun <V 2 ); W B:30-10 pm; 27 Nov only 

NBC .. Meet McCraw; Tu 9-9:3(1 pm; 2 July; 52 wks 

ABC 120 Broken Arrow; Tu 9-9:30 pm; 1 Oct; 52 wks 

NBC . Omnibus C/3); Su 4-5:30 pm; 20 Oct; 13 wks 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 

Ceneral Motors, Detroit 

Kellogg Co, Battle Cr'k, Mich 
Simoniz Co, Chi 



AGENCY 

MacManus, J & A, Bloomf'd 
Hills, Mich 

Leo Burnett. Chi 

Y&R, Chi 



STATIONS 



PROGRAM, time, start, duration 



NBC 14B .. Wide Wide World; alt Su 4-5:30 pm; 15 Sept; 40 wks 

CBS 119 Wild Bill Hickock; Su 12:30-1 pm; 2 June; 52 wks 

CBS 104 Art Linkletter's House Party; W 2:45-3 pm; 3 July; 52 wks 



NEW FIRMS, NEW OFFICES (Change of address) 

Alfred Coile Co, Minneapolis, has moved to larger quarters in the Amer 

Hardware Mutual Bldg 
Crosley Bdcstg Corp, Cincinnati, has moved its Eastern sis offices to 3 E 

54 St 

Cunningham & Walsh Inc, NY, has opened an office in the Melrose Bldg, 
Houston, Texas 

Cannaway Productions Inc, Hollywood, has opened a sales office at 350 
W 57 St, NY 



Edward S. Kellogg Co, LA, has opened offices at B99 American St, San 
Carlos, Calif 

Richard Lane has formed his own agency, Richard Lane & Co with offices 
at 220 W 39th St. Kansas City 

Charles L. Rumrill Co, Rochester, has changed its name to The Rumrill 

Co, Inc, and moved to its new building at 1B95 Mt. Hope Ave 
W-CAR, Detroit, has moved to 500 Temple Ave 



STATION CHANGES 

KCBC Radio, Des Moines, has appointed Devney, Inc, as its exclusive 
national sales rep 

KCOP, LA tv station has been sold to Bing Crosby, Ceorge L. Coleman, 
Joseph A. Thomas and Kenyon Brown 

KOVR-TV, Stockton, Calif, is now ABC's exclusive tv outlet for Sacra- 
mento-Stockton area 

KPAC-TV, Beaumont, Texas, will become an optional affiliate of NBC 
tv network 



KPTV, Portland, Ore, is now the exclusive NBC tv outlet in Portland 
KVEC-TV, San Luis Obispo, is now a satellite station of KSBW-TV, CBS 

tv affiliate in Salinas-Monterey, Calif 
WDAK-TV, Columbus, Georgia, has changed its call letters to WTVM 
WEAT-TV, Inc. West Palm Beach, Fla, have appointed Vernard, Rintoul 

& McConnell their stn reps 
WFIE, Inc, now owns and operates WFIE-TV, Evansville, Ind, replacing 

Premier Television 



SI 
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There is a difference . . . it's WSM radio 

50,000 WATTS, CLEAR CHANNEL, NASHVILLE • BLAIR REPRESENTED 
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^ SPONSOR ASKS 



Can television comedy come back— and how 




Steve Allen, A/iC Tl , AW York 
There is no question that the tradi- 
tional coined) show — as we have come 
to know it in radio and television — is 
on tlie ropes. The old-line, stand-up 
comic who created a memorable pat- 
tern for so many years is fading, a vic- 
tim not so much of age (although so 
many of our comics are growing old) 




but of things like "over-exposure,"' lack 
of material and changing tastes on the 
part of viewers. 

1 n fact, the comedy sketch — the 10- 
or 12-ininute "bit"' — is vanishing. 
There are few comedy or variety shows 
which present the sketch consistently 
I my show on \BC TV Sunday nights 
is one of them I and I am not giving 
away any trade secrets when I sav that 
it is quite difficult to sustain high-level 
comedy in sketches week after week. 
Prohably the lone exception to the Law 
of Over-Exposure, in my opinion, is 
Sid Caesar. 1 think the quality of the 
Caesar show, week after week, )ear 
after year, has heen a trihute to the 
genius of this man and his organiza- 
tion: and I cannot believe that televi- 
sion will allow* him to remain idle. 

Is there a solution for improving the 
outlook of comedy in television? Well, 
for one thing, a new generation of 
comics and comedy writers must be de- 
\ eloped. Comedians don't have the 
outlets the) used to in the old days of 
abundant club and small hotel book- 
ings. Also, they are frequently slung 
onto the big-time tread-mill without 
enough audience experience. Any an- 
swer to the problem involves the loca- 
tion, training and careful management 
of comedy personalities, both in the 
performing and writing field. The 



question as to how this is to be accom- 
plished has jet to be answered by the 
netw orks. 

Jack Philbin, executive producer, The 
Jackie Glcason Show, CBS TV, New York 
There is a base canard making the 
rounds that tv comedy has been shorn 
of its prestige, dropped into a manhole 
and the cover clamped tight. In mj 
opinion, nothing could be further from 
the truth. 

The history of the tv entertainment 
business has been one of cycles where- 
in trends and phases are the pivots 
around which the industry revolves. 
We are in a period at the moment 
where the giveaway and western shows 
seem to have an unusual importance 
in our scheme of entertainment, and 
the coined) titans seem to have taken 
a temporary setback. H I remember 
correctly, industry executives were say- 
ing the same thing about the big coin- 
ed) shows during the heyda\ of radio, 




but when the final accounting was in it 
was the comedian who outlasted the 
giveaway and variety shows. 

The comedian has been the bulwark 
of the entertainment medium since the 
very beginning, and the laugh is now 
more therapeutically necessary to help 
relieve the strain of our everyday liv- 
ing. It's a kind of sustenance that is 
as important to us emotionally as food 
is necessar\ for our plnsical well- 
being. 

The weekly tv comed\ show revolv- 
ing around >tar performers has be- 
come a monster with an insatiable ap- 
petite for good material, without which 
no comedian can exist, and our audi- 
ences are becoming more demanding 



for new, different and more exciting 
approaches to entertainment. There- 
fore it seems that comedy, the most 
sensitive of the arts, should be removed 
from the weekly assembly line and pre- 
sented on a oncc-a-month basis. This 
would allow the comedian, his writers 
and supporting players the luxury of 
time and adequate preparation to do 
justice to their talents. 

The distress flares have gone up be- 
cause such great comedians as Jackie 
Gleason and Sid Caesar have aban- 
doned their regular weekly schedules, 
hut let us not shed tears prematurely. 
1 believe they'll be back. They've just 
gone fishing. 

Walter Craig, rice pres. in charge oj 
radio and tv, X or man, Craig & Kummel, 
New York 

And how ! Nature abhors a vacuum. 
Where there's a demand, a supply de- 
velops. Ever since the days of the 
court jester, there has been a demand 
for the comedian : and there w ill al- 
w ays be a demand, on the public s 
part, for him. Ergo: Comedians will 
"come back"' I if the\ can be said to 
have "gone awa\ "" I . 

Sponsors, and the comedians they 
sponsored, failed to foresee the "wear 
out'" factor in tv's terrific saturation. 
Consequently, comics fastened onto 
characters and repeated them week- 
after-week in like situations to an au- 
dience that was preponderate!) the 
same year round. Quite naturalh. the 
audience, as it became more and more 
familiar with the pattern, gradually de- 
parted until it fell below practical 
"pa\-off size. \o one is particularh 
to blame. We were all sailing unchart- 
ed waters. That we found the slioals 
and can chart them, augurs well for 
those yet to come. 

However, if your cpiestion had heen 
"Can toda\'s comedians come back? 
m\ answer would be the same — "And 
how!"" Every comedian worth) of the 
name is a good actor. His actions and 
reactions, his reading* and his char- 
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ucleri/al ions, arc all hu»iculh lisgit 
oi«* l»ut broadened mil for emucd) 
l»ui| n >><•-. lie i>- llii- iiftur with a pins 

the i ii I it* i fill aliilitv In In- fuinn. lie 
has < >n I \ Diic problem the proper u>c 
of his talriit. The answer 1 1 1 1 1 lie in 
,i new approach. I>\ I In* comic, to tin* 
t\ nif c! iiim. 

Mo»t comedians do not pla\ thcm- 




*tU es as Jack liemn does, lialher. 1 1 icy 
find f 11 ii iin characters topla\. I Glra-on 
with his Timid Soul, bartender . . .; 
Muttons with his punch drunk fighter, 
street urchin: Caesar with his Pro- 
fessor, the commuter). The) find 
three or four that pa\ off big and 
the\ sta\ with thcin hi>lor\ indicates 
thc\ sla\ with them too long. 

So 1 suggest \\c start to pick up the 
pieces l>\ asking the comics and the 
writers to stop tr\ing to take a stet 
character or characters and repeating 
them week after week in situations that 
are mere!) variations on a basic theme. 
Let's ask them lo remember the comic 
is an actor. Let's create new charac- 
ters for him to pla\. The new char- 
acters will lead the writers into new sit- 
nations, the new situations will trigger 
new gags, this new material will force 
the comedian to invent new manner- 
isms, different pacing and surpri>e 
readings, and the public will suddenly 
find the comic and his coined* stavs 
"fresh." 

It isn't eas\ but it certain!) can lie 
done. The comic won't need a whole 
new set of characters ever) week but 
should drop even highly succe.-sful 
ones after a few weeks, let them lie on 
the shelf awhile and then return them 
for another whirl when the) will again 
seem sparkling new. 

For m\ part. 1 could never sell co- 
medians short. As a matter of fact, 
because of in\ feeling for coined) and 
comedians, our agenc\ is in serious 
negotiation.* right now with a new 
comedian lo develop a new comedy 
series along exactly these lines. So 
let s don t weep for the comics. Let s 
gi\e them a moment to catch their 
breath, adapt to the world's most vo- 
racious medium so far, and the) will 
answer your question. Coined) will be 
back — and how ! ^ 




BENTON & BOWLES 

Parliament Cigarettes 
"Restaurant Counter" 

LEO BURNETT 

Marlboro 
"Filter, Flavor, Flip-top Box" 

CAMPBELL EWALD 

General Motors 

"Salute to the '57 GM Cars" 
Chevrolet 

"Rebus" 

KENYON & ECKHARDT 

Pepsi-Cola 

"Polly Bergen at Rural Station 
Mercury 

"1957 Floating Ride" 

J. WALTER THOMPSON 

Eastman Kodak 

"Brownie Movie Camera" 
Ford 

"Standing on the Corner" 



We're happy 
to put you on the spot ! 

Congratulations to Benton & Bowles, Leo Burnett, Campbell Ewalcl, 
Kenyon & Eckhardt and J. Walter Thompson for those television 
commercials recently selected by the 4A's as outstanding examples 
of improvement in advertising content. 

We are proud to have played a part in producing them. 



UNIVERSAL PICTURES TELEVISION DEPARTMENT 

"There's no substitute for experience" 

Sew York Office — 445 Park Avenue 
Telephone: PLaza 9-8000 



Hollywood Office — Universal Studio, Universal City 
George Bole in charge of Production B I 

Telephone: STanley 7-1211 

FOR THE 

Write for free illustrated brochure professional touch 
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! But— 
rial! laugh? 

TV comedy is not a funny business. 
What seemed hilarious at a story 
conference can fall flat at airtime. 
Film can help here— in many ways I 
With film, pre-testing is easy . . . 
laughs can be measured, 
highlighted-'fluffs" cut out . . . 
stations and time lined up with 
far more control. That's why 
a good comedy show is a better 
comedy show on EASTMAN FILM. 

For complete information write to: 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 

Bast Coast Division '» 
342 Modison Ave. 
N»w York 17, N.Y. 

Midwest Division 
1 30 East Randolph Drive 
Chicago 1 , III. 

Wost Coast Division 
6706 Sonta Monica Blvd. 
Hollywood 38, Col'rf. 

or W. J. GERMAN, Inc. 

Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 
Fort Lee, NJ.'j Chicago, 111.; Hollywood, Calif. 



Be sure to shoot 

IN COLOR 
You'll be glad you did 


















Xntwnal and regional s/xil bu\s 
in work nnu or rerrnlh completed 








SPOT BUYS 



RADIO BUYS 

General Foods Corp., Maxwell llou-c div., Ihdmken. Y J., is pur- 
chasing time in 25 scattered markets to piomote it^- instant coflce. 
Schedule started 10 June for tw o-lo-se\ en weeks depending upon 
the market. Ten- and 20-second li\e a rmoinicenienl- will he broad- 
cast 7 to 9 a.m. to reach both men and women. Semi-saturation 
frequency in each market will he about 25 announcements per week. 
Bluing is completed. Buyer: Grace Porlcrficld. Agency: Benton & 
Bowles. New York. 

Lever Bros., .New York, is planning a campaign for Oca la. Orlando. 
Tampa, St. Petersburg and Lakeland, Fla.. to test its Braise, a new 
toilet soap. Campaign will begin <! July for 52 weeks. Minute. 20 
and 30-second e.t.'s will be slotted during daytime hours. Frequency 
per week in each market: 14. Bin ing is completed. Buyer: Lucy 
Kerwin. Agency: Ken) on & Eckhardt, New ^ ork. 

Chesebrough-Pond's Inc., New ^ ork. is initiating a campaign in 
125 markets for its Ya?eline hair tonic. The area covered will he 
the Southeast, Southwest. West Central and Pacific states; 26-week 
campaign will begin 1 Jul). Minutes will be placed primarily during 
earK - morning and late afternoon to reach a male audience. Pre- 
cpienc) per week in each market: fi\e to 15. Buying i.- one-fourth 
completed. Buyer: Charles Willard. Agency: McCann-Erickson, 
New York. 

Westinghouse Electric Corp., Pittsburgh, is going into many 
major markets to promote its air conditioners. Short-term campaign 
is calculated to reach a family audience. E.T.'s will be placed during 
early-morning hours; saturation frequency will vary from market 
to market. Bin ing is completed. Buyer: Tom I lollingshead. Agency : 
.McCann-Erickson. New York. 

Sterling Drug Inc., National Brands division, is planning a West 
Coast campaign for its insecticides and rat poison. Schedule will 
start 1 July and run through 30 November. .Minute participations in 
farm programs and five-minute service shows, are being sought 
during the early-morning and noon-hour periods. Frequency per 
week in each market: five. Commercials for d-Con Beady Mix and 
Bid-X will he both e.t.\> and live. Buying is half-completed. Buyer: 
Bob Hall. Agency: Thompson-Koch. New York. 

RADIO AND TV BUYS 

Liggett & Meyers Tobacco Co., New ^ ork. is entering \\ e-t Coa-t 
markets for its Oasis cigarettes. Four-week campaign will begin 
shortly in California and then mo\es into Oregon. Washington and 
Arizona as distribution is extended. Television frequenc\ : four to 
five per week in each market: radio— over 30 per week in each 
market. Other major markets will be added as distribution is ex- 
panded. Buying is completed. Buyer: John Morena. \gency : Mc- 
Cann-Erickson. New ^ ork. 
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Capsule case histories of successful 
local and regional television campaigns 




TV RESULTS 



USED CARS 

SPONSOR: L. 0. Gates AGENCY: Direct 

Capsule case history: Television made a perfect score on 
lliis one; over a 13-week period L. 0. Cates. automobile 
dealer, sold every used car it advertised on tv. Last Novem- 
ber, Cates completed a 26-week contract for two announce- 
ments a week on WNDU-TV. Results to that point were 
such that they bought a 52-week renewal order for three 
announcements a week. Since 19 November, one of the 
three weekly announcements has been used exclusively to 
promote the sale of used cars. During the 13-week period 
following the first of these announcements every one of the 
used cars featured on television was sold. The sales oc- 
curred either the next day or within a week. It was noted 
that although display material and classified ads are some- 
times used, customers consistent!) ask to see ''that car on 
tv." The cost per announcement per used car sold was $36. 
Gates sales are hitting an all time high with the aid of tv. 



WNDU-TV, South Bend-Elkhart 



PURCHASE: Announcements 



HAM 

SPONSOR: H. L. Handy Co. AGENCY: Hoag & Provandie 

Capsule case history: Television proved to be a natural 
for introduction of H. L. Handy's new product improve- 
ment Ham-in-the-Pan. Tv commercials enabled the adver- 
tiser to demonstrate very graphically the major benefits of 
this new type of pre-cooked ham. Hani-in-the-Pan is a bone- 
less, fruited ham which comes to the consumer fully cooked 
and candied in an aluminum-foil pan. After the ham is 
heated, which is the only preparation necessary, the pan can 
be thrown out. The basic appeal of the convenience of the 
throw-away pan was emphasized in commercials carried by 
WHCT-TV. This campaign spearheaded the Ham-in-the-Pan 
promotion in the Hartford market area. The tv saturation 
eonsisted of 24 one-minute announcements broadcast on 
WHCT-TV during the big pre-Christmas ham weeks. 10 to 
21 December. Scrubbing pans must be Hartford's pet peeve 
— the tv campaign gave the new products a flying start. 

WHCT-TV, Hartford, Conn. PURCHASE: Announcements 



MILK 

SPONSOR: Leathenvood Co. AGENCY: Direct 

Capsule case history: This dairy advertiser gained 500% 
in sales of half-gallons of Leatberwood Homogenized Milk 
by means of a special merchandising campaign based on 
The Cisco Kid s popularity with tele\ision audiences. To 
introduce their new two-quart container, which features pic- 
lures of Cisco and bis sidekick Pancho with copy about the 
show, Leatberwood offered a plastic Cisco Kid tumbler as a 
package-attachment premium. The offer was advertised just 
tw ice on The Cisco Kid program on WHIS-TV. Commer- 
cials indicated that the tumbler would be available for two 
days only. As a direct result of the two exposures on 
WHIS-TV, Leatberwood sold its entire stock of 15,000 spe- 
cial cartons long before the close of the weekend offer. W. S. 
Brank, general sales manager of the dairy company, esti- 
mates that these 15,000 sales represent purchases by three 
out of every four families in the Bluefield, W. Va. area. 
\\ HIS-TV, Bluefield, \V. Va. PURCHASE: The Cisco Kid 



REAL ESTATE 

SPONSOR: Zweifel Realty Co. AGENCY: Direct 

Capsule case history: Zwiefel Realty Co. achieved a new- 
kind of success through television advertising. Its tv cam- 
paign brought so much new business that the firm was 
forced to suspend its commercial schedule or risk being 
completely swamped. Zweifel Realty, a ?mall real estate 
agency, wanted to increased its property listings through tv 
advertising. With a restricted budget, the firm invested just 
$19 per week in television. Zweifel bought alternate week 
eo-sponsorship of an early evening weather cast (aired from 
6:10 to 6:15 p.m. on K ROC-TV). Commercials were broad- 
cast four times between 25 March and 10 May. After just 
these four appearances Zweifefs property listings had in- 
creased to a point far beyond the company's physical abil- 
ity to handle them. Suspension of tv w as necessary to catch 
up w ith the landslide of listings, though Zweifel Realtv plans 
a return to KROC-TV when it is able to handle tv results. 



KHOC-TV. Rochester. .Minn. 



PURCHASE: 'Weathercast 



60 



SPONSOR • 15 JUNE 1957 



John f/. DclVitt, Jr., President 
WSM and IYSM-TV, Incorporated 
announces the appointment of 




Hi Bramham 
a s 

Commercial Manager 



Mr. Bramham has been Local Sales Manager of 
WSM-TV for the past seven years. In his new capacity 
he will have direct supervision of all national 
and local sales. He brings to His new position a 
comprehensive sales and advertising background 
which includes radio, and outdoor advertising 
as well as television. 
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BOTH "BOUNCED" TO 

NO. 1 STATIONS 

ratings STILL 
on the climb! . . . 



KOBY IN SAN FRANCISCO — 

KOBY is the radio success story of 
the year! All ratings have zoomed 
showing KOBY No. 1 independent 
in the nation's 7th largest market. 
March-April Pulse — weekdays 6 a.m. 
— midweek 7.3. Saturdays 7.6, Sun- 
days 9.3. March-April Hooper — 
weekdays 7 a. m.-6 p. m. 21.3. 
Saturdays 27.9, Sunday 34.7. Niel- 
sen agrees— rates KOBY at 21,100 
NSI 6 a. m.— midnight. KOBY op- 
erates full time . . . 10,000 watts 
make it the entire bay area's most 
powerful independent. Represented 
nationally by Edward Petry & Com- 
pany, Inc. 



KOSI IN DENVER — 

the No. 1 independent and ratings 
continue to climb! April-May Hoop- 
er 17.2 a. m., 21.4 p. m. share; 
Febuary Pulse 15.5 all day average 
. . . there's no limit to KOSI's 
popularity. KOSI sells with 5000 
watts day time — operates full time. 
A "must" buy in Denver. Repre- 
sented nationally by Forjoe. 



1 




News and Idea 
WRAP-UP 



MID-AMERICA 



Broadcasting Company 

In Greenville, Mississippi WGVM 
is No. 1 In Hooper and Nielsen 



ADVERTISERS 

Ideal Toy Corp. (which pulled it- 
self out of the red hack in 1935 
when it brought out the first Shir- 
ley Temple doll) may again back 
the moppet star — this time on tv. 

The toy compan) 's television plans 
for fall will take one of these four 
courses: 

• XTA's Shirley Temple re-issue 
package 

• Network tv show 

• Interstate TV's Kite Flight 

• Heavy spot tv in 45 markets, if 
no show is selected. 

The Temple movies currently are 
running ahead of the rest of the field 
with Ideal particularly since the com- 
pany plans to re-issue the Shirley Tem- 
ple doll this fall. 

Ideal is increasing its tv budget by 
50^ this coming fall to bring it up 
to $300,000. The toy company's agen- 
cy. Grey, is now researching the vari- 
ous show suggestions which_also in- 
clude several network kidshows plus 
i\BC TV's Hans Brinker special. 

Quick takes: Borden's Elsie the 

Cow ''name the twins" contest pulled 
a total of 2.963.103 entries. The Reu- 
ben H. Donnelley Corp.. handlers of 
the contest, report that this is a record 
for contests of this kind ... P. Loril- 
lard offers this twist on the current 
custom of buying pop melodies for 
use in singing commercials: the to- 
bacco company has just sold the orig- 
inal melody of its Kent cigarette sing- 
in" commercial to Tin Pan Alley for 
use as a popular tune. Aladdin Rec- 
ords has used the theme as an instru- 
mental and also put lyrics to it in a 
number called "For Love.'' 

People making news: Bette Doo- 
little has been appointed director of 
women's press and radio-tv relations 
for the Grocery Manufacturers of 
America . . . David Mazer has been 
named cup and container product man- 
ager at Hudson Pulp & Paper Corp. 
. . . Job title changes at the Dr. Pepper 
include W. W. Clements from vice 



president and general sales manager 
to vice president-marketing and Rob- 
ert L. Stone from assistant general 
sales manager to sales manager . . . 
Ralph Fields, Reynolds Metals Co. 
veteran executive, has been named to 
the newly created post of director of 
sales promotion and merchandising 
for all consumer markets . . . Edward 
R. Bartley has been named manager 
of marketing research at B. F. Good- 
rich Tire Co. . . . Claire G. Ely has 
been elected vice president in charge 
of marketing for Maytag effective 1 
Sept. He succeeds Roy A. Bradt who 
is retiring as vice president. 

AGENCIES 

IV. W. Aver, which has handled the 
Dole account for Hawaiian Pine- 
apple Co. for 25 years, bows out 
of the account 1 October. 

Dole will move over to FCB which 
now has the rest of Hawaiian Pineap- 
ple s business. 

In announcing the disassociation. 
Aver said the move was due to the 
agency's "basic disagreement with 
marketing programs adopted by Ha- 
waiian Pineapple."' 

The company currently is diversify- 
ing and test marketing other fruit and 
vegetable products under the Dole 
label. 

North Advertising has worked out 
an affiliation arrangement with 
Clifford Gill Agencv, Beverlv Hills, 
Cal. 

Under the set-up North's West Coast 
office force will move into the Gill 
shop under the direction of Clifford 
Gill. 

Don Paul Nathanson. president of 
North, emphasized that both agencies 
'"will continue to serve their respective 
accounts at separate entities though 
pooling their talents and facilities." 

u 88 Current Merchandising Con- 
cepts — and Their Practical Appli- 
cation. 1 * fourth in a series of studies 
by E. B. Weiss, director of merchan- 
dising at Dovle-Dane-Bernbach. has 
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JllSt funic (i|T tilt" 1 1 !'«'».-. I 1 1 i> lilt < — t 

Mittl) i- a collection of idea-; and >u^- 
»e*tioiis dcMgned to help both man n* 
factum* and retailers move products 
quicker and with more proht. 

Nrw uaenev appointment.-: Clin- 
ton K. Frank for Toni** new hair 
color rinse, Bright'niiig. Hill Blaekett, 
Jr. is the account snperv i.-oi . . . Iler- 
niin"liam. Cattleman «Jt Pierce for 
the Julian Krcirich Co.. meat packers. 
Tin" agenev will handle radio. t\ and 
newspaper advertising . . . Cunning- 
ham \ Wal*di for Beatrice Food-' 
■ lain di\ ision I .Meadow Cold I as of 
I August . . . Millon W'ein lierK Ad- 
vertising for Ivol Kite I?!? Peri Co. 
Campaign will he launched in Cali- 
fornia and then go national in behalf 
of new HI? Mel-Air $1.40 model . . . 
Kastor, Fa reel I. Chesley & Clif- 
ford for Lanolin l'lus. A $2.5 million 
campaign is planned and air media 
will he used. New agene\ will also 
handle tc-t marketing for several new 
products . . . Gardner for Grow s 
llronio Quinine Cold Tablets with bill- 
ings of about SI million. 

Guild, Ba-coin & Bonli«li has re- 
signed the Regal Pale Brewing ac- 
count. The account bills over S>1.5 
million. 

People on the mow: Frank Daniel 

has joined led Bates as assistant 
media superv isor. Daniel conies from 
Lennen & Newell . . . Howard Becker 
has moved to Richard K. Manoff as 
an account executive. Becker former!) 
was with Grey . . . George Miller, 
fornierl) head of his own p.r. agene) 
in San Francisco, has moved to Hollv - 
wood and Campbell-Milhun as an ac- 
count executive . . . Nat \\ a erson 
has been promoted to account execu- 
tive and production -uperv isor at John 
Mather Luplon Co. \t the -ame time 
Ted Kepes ha* been upped to produc- 
tion manager and Norman Kaw ha- 
heen made assistant production man- 
aaer . . . Virginia Vohoril ha* left 
(»ood Housekeeping to join k&L as 
assistant home economist . . . Curtis 
Berrien has left FCB to become \ ice 
president and cop\ director at Reach. 
McClinlon. Other new appointment.- 
at the agenev include: Frank Sharjie 
as traffic control manager. Stephen 
llohlainpf. Jr. as production man- 
ager and Henri K. Jaeger as assist- 
ant production manager . . . Frank 
MeQuillen is the new operations man- 



ager foi Maxwell \ — oeiate*. I'hil.ulrl- 
phia . . . Irting Bnhliicr ha- been 
appointed account executive at the \1- 
lengei \dveili*iug Agenev, Brook line. 
Ma—. . . . Janic* \\ . Carey. Bene- 
dict \V. Can and George La-c/knv 
have been appointed to the account 
executive -tail at Cont-tork \ Co.. 
BnlTalo . . . W illiam J. <)"Doniicll. 
BBDO v At. and media head, and 
James H. Scliule, legal conn-el. have 
been named a.— i-tant- to the agenev .- 
general manager. Charles II. Brovver 
. . . Werner Michel, former!) with 
B&B. has joined Bench. \h Clint-m ^ 



Co. a- ladio-tv diiectoi . . . I'ieler P. 
de Kadi ha- left Mfred Puht/ R.- 
-earch to join the N. \\ . \\er ladio- 
tv department in New ^ ork . . . Gene 
Cnddehack. fonnerlv of Buchanan- 
1 honia-, ha- joined Can -Hill a- man- 
ager of the Omaha olhee. Cnddeba< k 
-iicceed- \ irgil Clark who ha- be- 
come tliiector of the -| e ial food and 
packaged good- divi-ioit. Dick Moon 
ha- al-o joined Can -Hill a- an account 
executive in the Kan-a- Citv office . . . 
Stuart Heiiiemuiin, former fieneial 
manager of \llied \dv erti-iug \uenev. 
has joined Ander*oii-McConuell. Los 




IN 51 OF 72 COMPETITIVE 
Daily QUARTER HOURS in Rochester, N.Y. 

and tied for fhst Fout times! 



WHEC 


STATION 


STATION 


STATION 


STATION 


STATION 


B 


c 


D 


E 


F** 


FIRSTS 


51 


13 


4 


0 


0 


0 


Ties for First 


4 


1 


3 


0 


0 


0 



* lofejf Rochester Metropolitan Area PULSE, March )957 
(Mondays thnj Fridoys — Sign on to Sign-off ) 
* * Stotion jignj off of tocot sunset. 

WHEN WHEC SPEAKS... ROCHESTERIANS LISTEN! 

BUY WHERE THEY'RE LISTENING _ 

^Hf Hjj jH ^^^^^ new 

Wm WE HI H| ^^TJP WATTS 
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Pictures of the iceek including a coronation, 

a bowling match, a rieic approach to electioneering 



PICTURE WRAP-UP 



I 





limn * 



Longevity vvifh CKLW. Detroit, is celebrated by 
25-year employees.. At station party (1. to r.) as 
J. E. Campeau, president, ents rake: Walter Collins, 
\Y. Gatfield. and Gordon Fleming gather around 




U V 




Coronation awaited Alan Flonton of Compton advertising on the anniversary 
of his 20th year with the agency. Account supervisor Flouton found the office 
prepared to celebrate. Arrows led him to the throne room where he was in- 
stalled as king. Setting was replete with crown, carpet and full dres.s portrait 






The game's over and W illiam L. Putnum (1.), treasurer and general man- 
ager of WWLP, and Gustave .Nathan, commercial manager of WKNB, New 
Britain. Conn., examine scoresheet. Match was won hv WNBC-WKNB team 




Program for Great Albums of Music 
is cheeked by gen. mgr. Ivan Newman 1 1. 1 
and pres. E. W. Scudder. WYNJ, Newark 

A new approach i> shown by Herman 
l'ari>, v.p., \\ \\ DC Radio. \\ a-hington. as he 
campaigns for a post on the hoard of direc- 
tors of the Advertising Club of Washington 



Transfer of station- is completed. Wes Pui< 
v.p.. Time Inc. hands check to Harry M. Bi I 
W'FB.M. WTCN. WOOD radio, tv are invc 




Detroit's Baseball Station 



MICHIGAN'S MOST POWERFUL 
INDEPENDENT STATION 

10,000 Watts Days . . . 1000 Watts Nights 

1500 KC 
TOPS IN NEWS, MUSIC and SPORTS 



R •present*^ by 

THt KATZ ACCNCY, INC. 

STORER NATIONAL SALES HDQTRS. 
625 Madiion. New York 22, N. Y. 
PLaxa 1-3940 
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RADIO 




All Detroit Tiger Games... 
Night and Day... at Home and Away 



\ngeles. as an account executive . . . 
Kieharcl McShune Kelly has joined 
SSCD a? \.p. and account supervisor 
. . . Walter A. Tilibuls, formerly 
with I JiiDO, has joined Anderson-Mc- 
Donnell. Los Angeles, as head of the 
radio-t\ department . . . Norman A. 
Church has joined the Los Angeles 
oflice of I5H1J0 as an account executive 
. . . Deanr* Uptegrove, executive v. p. 
at Humphrey, Alley & Richards, has 
heen appointed head of the agency's 
\e\\ York ofhce. 

New agencies and mergers: Fran- 
ces, Morris & Evans has just opened 
its doors in j\e\v York . . . Russell 
Kolhume has resigned from Grant 
.& W adsworth to open his own agency 
in New York . . . The N. A. Winter 
Advertising Agency, Des Moines, 
and The Bnldle Co., Hloomington, 
111., will merge effective 1 Jul). 

NETWORKS 

One of the programing trends of 
the i 956-57 season that appears 
to he reversing itself for the up- 
coming fall term is the regularly 
scheduled "■long'" show pattern. 




GEE j Now there's 
a detergent!" 

Commercials on WCN-TV have 
a wav of getting results hecause 
•WON -TV programming keeps 
folks wide-awake, interested — 
ami H atching. For proof, let our 
specialists fill von in on some sur- 
prising \\ GN-TV case histories 
and discuss your sales problems. 



W hile the weekl) or alternate week 
long show of an hour or more was on 
the upswing in nighttime tv last sea- 
son, a look at the upcoming fall sched- 
ule shows the long program has lost 
ground — and there is little room left 
to fit an hour stanzas. ABC TV has 
three hour time blocks open and NBC 
TV has one hour show set. but unsold. 

Comparing last season's cpjota of 
long nighttime shows with those set for 
next season: 

1957-58 1956-57 

23 32 

Some facts and figures on NBC 
Radio's Monitor as it celebrates 
its second anniversary on 16 June: 

• The week before the program 
went on the air in 1955 it was 70 r ' 
sold out, with close to $1 million in 
net hillinsrs. 

• Billings during the second year 
reached $3.3 million — a 35'? increase. 

• Availabilities for this, the anni- 
versarj month, are already 93% sold 
out. 

During the past two years over 80 
advertisers have bought time on Moni- 
tor, using 10,485 participations. 

Fall network tv programing notes: 
ABC TV which thought it had R. J. 
Reynolds all set to sponsor a half- 
hour version of IFire Service on Mon- 
day nights this week found the deal 
was off . . . Eve Arden's new series, 
// Gives Me Great Pleasure, is defi- 
nite!) set fev the Tuesday 8:30-9 p.m. 
spot on CBS TV. Lever Bros, and 
Shulton will sponsor . . . Chrysler 
plans to continue to scatter some 
Shoicrr of Stars specials amidst its 
Climax series (CBS TV Thursday 
8:30-9:30 p.m.). 

Current network tv programing 
notes: NBC TV's Tonight (Amer- 



BAT0H ROUGE 

the 

OK Negro Radio Buy 



is 



Put "GEE!" in your Chicago sales 

w,h WGN-TV 



VKOK 



Channel 9 
Chicago 




30 Years Young 

June 15th 

WBOW 

1230 ON THE DIAL IN 
TERRE HAUTE, INDIANA 

THE KEY TO THE GREAT 
WABASH VALLEY 




SERVING TERRE HAUTE, VIGO 
COUNTY, THE GREAT WABASH 
VALLEY, AND 8 OTHER POPU- 
LATED COUNTIES. 

IF YOU WANT TO REALLY MOVE 
A PRODUCT IN THIS METRO- 
POLITAN HOOS1ER MARKET — 
CALL, OR WRITE 

RALPH A. PETTI, JR. 
GENERAL MANAGER 
RADIO, WBOW, INC. 

Represented by WEED 

TERRE HAUTE, INDIANA'S 
MOST LISTENED TO STATION 



WBOW 



Entertainment 
Headquarters 
at 

1230 on Everyone's 
Radio 
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YOU WIN, 



MISS REGGIE SCHUEBEL! 



Just tell us when you want to leave 
for Bermuda . . .we'll do the rest. 



And congratulations on this slogan: 

"The SELLibrated Station 
of the Golden Valley." 

and the WHTN-TV giveaway goes on... 

*175 to MR. LEE GAYNOR 
*75 to MISS KAY KNIGHT 

and on . . . additional prize winners have been notified by mail. 
Contest Judges: 

Ken Cowon, Eostern Sales Manoger, BROADCASTING-TELECASTING • Norman R. Glenn, Editor & President, SPONSOR MAGAZINE 
Robert Hutton, Promotion Mgr., TV Div., EDWARD PETRY & CO., INC. • Sol Paul, Publisher, TELEVISION AGE 



Thanks to all of you for getting in the act 



WHTN-TV 



ABC Affiliate 



CHANNEL 13 
316,000 Watts Huntington, W. Va 
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CHERCHEZ 
L_A FAMILY 
BUYER. 
SHE OFFERS 
YOU A LOVELY 
SALES CURVE 

on KOIN-TV, 

PORTLAND. ORE. 
EXCLUSIVE 30- 
COUNTY COVER- 
AGE . . . RATINGS 
YOU WISH 
EVERYBODY HAD. 

The boys from 
CBS-TV Spot Sales 
have her vital 
statistics in their 

little black book. 




ica After Dark) show will say good 
night and good-b\e in the middle of 
Julv. Replacement will he Jack Paar 
in what sounds like a new version of 
Steve Allen late night .series, which 
was replaced by the hot-spots hop- 
scotching show currently in the 1 1 :30- 
12:30 a.m. time slot . . . Max Fnctor 
will go in as alternate sponsor on 
Those Whiting Girls (CHS TV, Mon- 
day 9-9:30 p.m. ) starting 8 July. Fac- 
tor replaces I'&G. Agency for the cos- 
metic firm is Aiiderson-McConnell. 

The longest Hurviving variety 
show, Ed Sullivan, w ill mark its ninth 
anniversan on 28 June. 

iNVw joh appointments: William 
Seaman promoted to production man- 
ager for ABC TV . . . Thomas I*. 

DeVito upped to program service 
manager for ABC TV. 

TV STATIONS 

Persons broadcasting in behalf of 
a political candidate or issues in 
Ohio are now required by law to 
identify themselves. 

Another requirement: AH such 
broadcasts must identify either the 
chairman or secretary of the organiza- 
I tion behind them. 

The chances are that this legislation 
will be tested in court on constitution- 
al and other grounds: interference with 
free speech with Federal powers. 

WWLP, Springfield, Mass., is plan- 
ning to set up a system of trans- 
lator stations throughout Western 
New England. 

The station, which aleady has one 
satellite located in Winchester. N. H., 
and servicing Greenfield, Mass., has 
applications pending for four more 
translators to be located in Benning- 
ton, Vt.. Rutland, Vt., Lebanon, N. H., 
and Newport, X. H. 

William L. Putnam, general man- 
ager of WWLP. and George Town- 
send, v.p. and chief engineer, sav the 
translators will provide a city service 
signal fringe areas. The\ also feel that 
the use of translators mav solve the 



problem of making uhf as efficient as 
vhf as far as tv coverage is concerned. 



Ideas at work: WSTV-TV, Steuben- 
ville, 0., has gotten out a merchandis- 
ing director) for the use of its spon- 
sors. Directory covers department, va- 
riet), drug, food and hardware stores 
in the station s coverage area . . . 
KFMIi-TV, San Diego, submits this 
answer to critics of radio and tv li- 
censees and operations: a bound com- 
pilation of sample clippings and letters 
which record the station's public serv- 
ice contributions. A cop) has been 
sent to each FCC commissioner as well 
as man) other prominent legislators to 
point up the record of the broadcaster's 
contribution to his community. 



Tv applications: Between 3 and 8 
June one construction permit was 
granted, three applications for new 
stations were filed and one station took 
to the air: 

Construction permit went to Mid- 
Florida Tv Corp. for Channel 9, Or- 
lando. Fla. : permit allows 103 kw 
visual. 

Applications include: Wistenn. Inc.. 
Milwaukee, for Channel 42, St. Louis. 



Keep your eye 



on these 



Plough, Inc. 



stations: 



Radio Baltimore 





Radio Boston 



Radio Chicago 

wss® 

Radio Memphis 

WMPS 
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NOW TELECASTING ON 





IN ST. JOSEPH, MISSOURI 

It's the biggest news for the St. Joseph, Missouri, 37 
county area since the Pony Express . . . KFEQ-TV, St. 
Joseph's only television station, has now completed 
television's unbeatable combination . . . 100,000 watts 
maximum power, television's most efficient channel 2, 
and an 810 foot tower. 

Over 888,100 people will now receive KFEQ-TV's 
stronger, clearer picture. This superior picture plus a 
programming powerhouse that includes three great net- 
works . . . CBS-TV, ABC-TV and NTA Film, popular 
local shows, top syndicated programs and famous feature 
films. It all adds up to increased selling power for you 
in this four state market. See your Blair representative 
for further details. 



CHANNEL 2 



CBS — ABC - NTA 




ST JOSEPH, MISSOURI 

A " KENYON BROWN STATION 



2 



Blair Television Associates Rep. 




22.27 kw visual, with tower 442 feet 
above average terrain, plant $144,500. 
jearl) operating cost $320,000; West 
Virginia Radio Corp.. Morgantow n. 
W. Va.. for Cliannel 5, Weston, W. Va., 
100 kw visual, with tower 1000 feet 
above average terrain, plant §600,586, 
\ early operating cost $360,000; and 
Telecasting, Inc., Pittsburgh, for Chan- 
nel 5. Weston. \V. Va.. 26.8 kw visual 
with tower 1000 feet above average 
terrain, plant $308,739: \ early operat- 
ing cost $231,201. 

New station on the air is WRLP, 
Greenfield. Mass.. Channel 32. Station 
is WWLP. Springfield. Mass.. satellite. 
KONA-TV, Honolulu, which has 
changed 40'/? of its programing sinrc 
the first of the year, is holding a 
double-barreled station promotion con- 
test based on the new lineup. Prizes 
for view ers and prizes for agenc\ , ad- 
vertiser and other industry firms. 
Clever contest announcement and entr) 
blank is made to look like a blueprint 
since first prize for viewers is a house. 

Personality notes: Gene Pierce, 

manager of KPIC, Roseburg. Ore. 
(KVAL-TV, Eugene, Ore. satellite), 
will return to the Eugene station to 
become manager of local account serv- 
ice and Aaron Boe w ill leave the sales 
staff of KVAL-TV to become manager 
of KPIC . . . James V. McNeil has 
been appointed traffic 
WTIC-TV. Hartford, 
Charles W. (Chad) 
been made program 



Conn. 
Mason 
director 



of 

has 
for 



WSUN-TV, St. Petersburg, Fla. . . . 
Eugene J. Murtaty is now promotion 
manager for WTIC-AM&TV. Hartford, 
Conn. . . . William G. Walker has 
been appointed promotion and pub- 
licit} director for W FGA-TV, new sta- 
tion under construction in Jackson- 
ville. Fla. . . . Hohert L. Lamb moves 
from the position of sales manager of 
Crosley's Chicago office to sales man- 




1A11A Jll F" 



ager of \\ L\\ -I, Indianapolis on 1 
July . . . Gene Walz is leaving KYW- 
1 \ , Cleveland, to go to Miami as ex- 
ecutive producer for WCKT-TV . . . 
Ced Price has been appointed man- 
aging director of CKGX-TV. .North 
Bay. Out.. Canada . . . William A. 
Gietz, is now local sales manager at 
WTAR-TV. Norfolk. Va. . . . Bud 
Kirvan, newspaper editor, has been 
named director of promotions and pub- 
licity for WXYZ-AM&TY . . . Joe 
Evans has been made national sales 
manager for KFJZ-TV. Fort Worth 
. . . John E. Hurlhut will become 
promotion and public relations man- 
ager of WFBM and WFBM-TV, while 
Estel D. Freeman will take o\er as 
publicity manager on 1 July . . . 
Richard K. Fife has joined the K- 
TVT, Salt Lake City, sales staff . . . 
Barry Hersh, commercial produc- 
tion manager with WKRC-TV. Cin- 
cinnati, has been promoted to sales 
representative. 

New affiliation*: KVEC-TV, San 

Luis Obispo, Cal., will become a satel- 
lite station of KSBW-TV. Salinas- 
Monterey. KSBW-TV is a CBS TV 
affiliate . . . KPAC-TV, Beaumont, 





% 



•This is Broadway, Columbus, 
Ga., markel cenler ior almost a 
million people. 

Bill Bowick is an inslilution from 
7-10 A.M. on WGBA. the markel's 
best buy. He sells for such ad- 
vertisers as GE, Colonial Bread, 
Chesterfield, and Royal Crown 
Cola. 

This is a big market, a big sta- 
tion, a big personality, a big buy 
for you. 

Represented by: 

FOP IOF Dixieland Stations, Inc. 
rUKJUC Glenn Bidg., Atlania 
Nationally \ n the South 



- a, DIXIELAND >^5^ •; 

*\ Columbus, Georgia ^ 



. . . BUT YOU SELL ADULTS 
TO GET RESULTS! 

Direct your commerciot menage to 
the listeners who ore in a position 
to buy! 92% of KGB oudience is 
in the odult category! 



SAN DIEGO... 

now hos o CITY population of 
500,000 (based on the recently com- 
pleted Stole Census ond on overall 
County population in excess of 
800,000)1 

Sell this billion dollor morket by 
exposing your Client's messoge to 
the 92% odult oudience on Son 
Diego's FIRST stotion . . . 

ftDIO l^^jj £^ RAD " 



Mutual Don Lee Network 
H - R Representatives 
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GEE! Let ' s tf y that 

toothpaste!" 

Commercials mi \V(JN-T\ liave 
a wav of uettiiif: rc>ults- because 
\\ GN'-TV programming keeps 
folks wide-awake, interested 
ami H atching. Vox proof, let our 
specialists fill yon in on some sur- 
prising WGN'-TV case histories 
and discuss your :-ales problems. 



Put "GEE!" in your Chicago sales 

-WGN-TV 



Channe!9 
Chicago 




This is a picture of. 
a man winking at a 
pretty girl in the dark 

IF YOU ARE 
WINKING AT 
THE HOUSEWIVES 
IN SAN ANTONIO, 

DO IT WHERE 
IT COUNTS ... ON 

KITE 

More Daily Home Au- 
dience in Stut Oj&DIMD 
Than Any Other Stationn 

* Cool Cots get their _^ — 
ticks elsewhere £-NCS 

Catl Avery- Knodel, Inc. 



I e\., now ninler ronstrm tioii, will be- 
come an optional alldiatc of NBC-'I \ . 
'1 Ik- station is din- to go on the air I > 
September. 

RADIO STATIONS 

Currently o*er I 7. 'J stations in tin 
1'nited .Stall's ami Canada are par- 
(iri|Hiting in tlie Community €11 r 1 1 * 
Awards plan. 

Here's how it works: Commuuitv 
Club Services organizes all the wom- 
en's clubs in a coiniiinnit\ and <:i\es 
good-sized cash awards for the chilis 
eollecthlg the most sales s|i|is from 
participating sponsors o\er a 13-week 
c.'j cle. 

I lere's a success story sample: Hirt- 
cherd Dairy. .Norfolk. Va.. reports 
that after ju-t two and a half weeks' 
participation in Cotmnntitty Clul> 
Awards through WCIl. Norfolk, sales 
were np in independent stores and 
"best of all. through Community Club 
members asking for our products, the 
largest chain store operators have de- 
cided to sell some of our products." 

Unusual station promotion at 

K>l T M. Fairmont. Minn, on 2 June, 
International Shut-Ins Day. as the sta- 
tion sent 500 shut-ins a small box of 
Fanny Fanner candy plus Hallmark 
greeting card. Local store. Koenigs 
Hallmark Card and Gift Shop coop- 
erated. Response was so high that the 
gift shop signed a 52- week contract 
for a half hour weekly broadcast, plus 
option for another vear. The contract 
guarantees the client the exclusive 
right to the shut-ins promotion each 
year the contract remains in efTect. 

.National Radio week will be ob- 
served 4-10 .May next year. The 
four sponsoring organizations are 
RAB. N \RTB. RET VI V and the Na- 
tional Vppliance and Radio-Tv Deal- 
ers Association. 

Personal it y note*: Eugene F. 
"Red" .Mitel udl is now merchandis- 
ing director at WEEK Boston . . . 
Hob Salter has been appointed re- 
gional program director for K.NKW. 
Spokane . . . Hill E. Rrown i- now 
national scales manager for KOBV. 
San Francisco . . . Jack Fiedler has 
been upped to local -ale- manager at 
KLIF. Dallas . . . Charles M. Fer- 
guson has been named commercial 
manager for the new station K- \CE. 



FLORIDA'S FIRST FILM CENTER 

7 

THREE SOUND STAGES 





35 did 16 mm 
CAMERA EQUIPMENT 
Mitcholl — Arriflei — B 4 H 



17'/? and 16 mm Magnasync 
SOUND GEAR 



Studio and Location 
LIGHTING 
Silenced arcs — generators 



3 5 and 16 mm B/W 
LABORATORY 

Moviola -equipped 
EDITING ROOMS 
Related Services and Facilities 
Your Inquiry Invited 



STUDIOS 



Thomas B. Casey. Pres. Ad Schneider. Ccn. Mgr. 

Winter Park, Florida 
P. O. Box 1345 Phone 4-0601 




WGR-TV 




BUFFALO ! 




ABC AFFILIATE CHANNEL 2 

Peters, Griff n, Wocdward, Inc. 
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BAKALAR-COSMO 

', 1 19 W. 57th St., N. Y. C. 

I Gentlemen: Please have your represen 
I tative D Phone D Drop in 

' Date . ... Time 

Firm — 

l Address Tel. No. ... . 



Riverside. Calif. . . . George H. 
Olivicre. former!) sale? manager for 
\VXE\-I\. Kichniond, \ a., has l)een 
appointed executive director of W'GS'l , 
\tlanta. Ga. . . . Jolin Moler ha> been 
named director of \\ KV. Oklahoma 
City . . . Jack Chapman has joined 
WPOX. Pontiae. Mich., as sales man- 
ager . . . Sales realignment at KDYL. 
Sale Lake Cit\. finds Del Lceson tak- 
ing over as manager and directing lo- 
cal vales operations while Charles H. 
Cowling will handle national sales . . . 
Jack Let', manager of the Clark 
Brow n Co. s Houston office, has been 
made commercial manager at KILT. 
Houston . . . William Schwartz, for- 
merly with KYW, Cleveland, has 



Answers to SPONSOR HEARS 
quiz on notahle station trade- 
marks (page 84) : 

1. WBAY-AM-TY. Green Ba> 

2. WDAY-AM-TV, Fargo 

3. KMBC-AM-TY. Kansas City 

4. \YXAX. Yankton. S. D. 

5. KBIG. Los Angeles 

6. WEAL"- AM -TV" Eau Claire. 

Wis. 

7. WJAR-TV, Providence 

8. KTRK-TY. Houston 

9. KMJ-TY. Fresno 

10. KCOP. Los Angeles 

11. WSAZ-TY, Huntington, W. Ya. 

12. W«GT0. Haines City, Fla. 

13. KPQ. Wenatchee. Wash. 

14. WOOD-AM-TY. Grand Rapids 

15. WBTY-WBTW. Charlotte- 

Florence 

16. WREX-TY. Rockford. 111. 

17. WTYJ. Miami 

18. K BET-TV. Sacramento 

19. WAGA-TY. Atlanta 

20. WAFB-TY, Baton Rouse 




"KRIZ Phoenix plays the most ro- 
mantic music!" 



moved to \\ CCO. Minneapolis, as pro- 
gram manager . . . John B. Jaeger 
has been named executive vice presi- 
dent and John V. B. Sullivan has 
been appointed \.p. and sales man- 
ager for WXEW, New York ... Hal 
Moore i? now program manager of 
WXEW. Xew York . . . Robert Evans 
Cooper has been appointed director 
of WSM. Xashville. This is a newly 
created post. 

Station changes: KDAY. Los An- 
geles, is now operating under the own- 
ership of Radio California, subsidiarv 
of Gotham Broadcasting Co. (Kirov 
McCaw and John Keating I . . . KH- 
MO. Hannibal. Mo., has heen bought 
by Jerrell Shepherd, owner of KXXM. 
Moberly, Mo. On FCC approval the 
Hannibal station will operate as the 
Mark Twain Broadcasting Co. with 
Shepherd as president and Ed Dahl as 
general manager. 

FINANCIAL 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 




• Mississippi's ONLY Negro Station 

• In Jackson— 45% Negro 

• Top Hooperated — consistently 

• The ONLY way to the 72,000 
Negroes of Jackson 




• Arkansas' ONLY Negro Station 

• In Little Rock- 1/3 Negro 

• Top Hooperated — consistently 

• The ONLY way to the 72,000 
Negroes of Little Rock. 



Buy Both These Exclusive 
Markets — in Combination 
JOHN E. PEARSON CO.^ 



WHAT 

IS 
YOUR 
PHOTO- 
GRAPHIC 
MAL- 
ADJUSTMENT 



1) QUALITY ? 

2) SERVICE ? 

3) PRICE ? 

THESE ARE THE 3 
BIG PROBLEMS 

Let us cure them for you 
as we have done for some 
of the top business firms 
and advertising agencies 




DAKALAR 
D £0SM0 

Photographers 

119 W. 57th St., N.Y.C. Ci. 6-3476 
PHOTOGRAPHERS FOR SPONSOR 



72 



SPONSOR • 15 JU.NE 1957 



WHEN YOU USE 

KMSO-TV 

YOUR ARE WELCOMED 
INTO 36,370 HOMES 



\ / 



191,000 watts 

KMSO-tv 

TRANSMITTER 
100 MILE RADIUS 
ATOP 

TELEVISION 
MOUNTAIN 
ELEVATION 
7000 FT. 




SELLING 

WESTERN 

MONTANA 

Mosby's, 
Inc. 



SELLS 
13 

COUNTIES 
• 

ABC 
CBS 
NBC 



MISSOULA, MONTANA 



WWRL NEW YORK CITY 



Soi/sa/L SAe customer's 
// an - 



x CJ-(S0 



/TV 



)ames Taylor 
10 W. 144 St. 
New York, N.Y 



WWSLS PERSONALITIES SELL 

more merchandise for sponsors by: 
Delivering the largest NEGRO 
AUDIENCE for your product. . . . 
Supporting your schedule with a 
barrage of CONSUMER ADS. . . . 

MERCHANDISING CREWS work 
full time in Supermarkets and drug 
stores for you. . . . FREE. • • • 

LOW SELLING COST of 12c per 

thousand. . . . 

call or write 




plied by Merril Lynch, Pierce, Fenner 
and Beane. 





Tues. 


lues. 


Net 


Stork 


I June 


11 June 


Change 


\ cm York Stock 


tlx change 




\H-PT 


23"< 


23 Vi 


— % 


AT&T 


179' i 


177 


-2 '4 


A veo 


6 7 s 


6% 


— Vt 


CBS "A" 


35 3 ; 


33' 4 


-2% 


Columbia Pic. 


18 7 s 


18 7 s 




Locu 's 


19"! 


l\J <s 


+ l r < 


1'aramount 


34 


oofs 


1 O 1 

+2's 


RCA 


37' , 


1 — 1 / 

3/Vt 




Storer 


26 :, s 


26% 




20tli-Fox 


29 V 2 


29'/, 


- % 


Warner Hro*. 


25 «; 




— 7H 


Wt'htinghousr 


63 


63% 


+ % 


American Stock 


Exchange 




\IIie<l Artists 


3 :, s 


3% 


+ % 


C&C Super 


% 




Du .Mont Lalis. 


5 :, s 


5% 


- '4 


Guild Films 


3«*» 


3% 


+ l n 


NTA 


7% 


7% 


- % 


COMMERCIALS 


ARB's ratings 


on the 


viewers' 


ravorite 



tv commercials for April; 



1. 


Dodge . 


.._^5.6 


2. 


Hamms 


...5.1 


2. 


Piels 


5.1 


4. 


Chesterfield 


3.5 


5. 


Ford 


2.8 


6. 


Winston 


2.5 


7. 


Jello 


2.2 


<> 
<>. 


Ipana 


2.1 


o 
<>. 


Lucky Strike 


2.1 


10. 


Kevlon 


1.9 


11. 


Alka-Seltzer 


1.7 


12. 


Ivory Soap 


1.6 


13. 


L&M 


1.5 


13. 


Schlitz . 


1.5 


15. 


Chevy 


1.4 


16. 


Ballantine 


1.3 


17. 


Kraft _ 


. 1.2 


18. 


Gillette . 


1.1 


ia. 


Tide 


1.1 


20. 


Bardahl 


1.0 


20. 


Scott . 


1.0 



I Figures represent preference for 
the commercial and do not evaluaie 
audience size or sales. ) 

People and places: Francis C. 
McCall, former general manager of 
Public Service Television. Miami, has 
joined Cellomatic Corp. as vice presi- 
dent in charge of sales . . . Five Star 
Productions, one of Hollywood's 
early producers of tv film commercials, 
closed down this week. 

Transfilm has reorganized its produc- 
tion division to provide a producer- 



account executive for each agency cli- 
ent. Transfilm president, W illiam Mic- 
segaes, says move conies from grow- 
ing need of agencies for a closer and 
more creative association with tv film 
commercials producers . . . Hazard 
E. Reeves, president of Reeves Sound 
Studios, Reeves Soundcraft and Ciner- 
ama has received the alumni distin- 
guished service award for 1957 from 
the Georgia Institute of Technology. 



Food and grocery products ac- 
counted for the largest percentage 
of national radio spot sales in the 
first 1957 quarter. 

The percentage for these products 
came to 17' r, according to a product 
category breakdown by the Station 
Rep resent at ives Association. 

Other major product categories rated 
as follows: 

• Tobacco products and supplies, a 
close second. 16.7' 

• Drug products, in third place. 

ir;. 

SRA's radio spot sales estimated for 
the first quarter: $48,827,000. This is 
40.5 f c higher than the gross dollar 




GEE! 



That's the 
coffee for me!" 

Commercials on WGN-TV have 
a way of getting results — because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof. let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 

Put "GEE!" in your Chicago sales 

with WGN-TV" ,;? 
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Woodside 77, New York City 
Tel— DEfender 5-1600 

'- BEST FOR NEGRO PROGRAMS 



volume sale* fur tht* wiuie period in 
1950. 

iNew appointment.*: A>ri>-Knod*d 
as cv<litsi\ e national sale rep for 
\\ -AM i TV. Tupeka, Kans. . . . 
James S. Aver* a- southeastern sales 
rqi for \\ EAT-AM&TA, West Palm 
Beach. Ida. 

,Nevv (inns unci addresses: William 
J. Hrilly, former \.p. at \datn otiug. 
has resigned to open hi* own rep of- 
fiee in Chicago . . . I)e\m*y has opened 
new o Hires in Chicago at 185 \o. 
W'ahasli Ave. The l)e\ne\ stations for- 
nierh were handled h\ Hal Holinan 
in Chicago. 

FILM 

Tin* summer hiatus lias praetically 
disappeared from the syndicated film 
.scene, according to M. J. Rivkin, sales 
\.p. of Ziv Tv. 

Rivkin said 98.5'? of 2.860 clients 
sponsoring Ziv shows now air pro- 
grams on a year-round hasis. In 1952, 
he pointed out. more than 20 r < gave 
up their time periods during the sum- 
mer. 

Rivkin cited two reasons for the 
hiatus decline: ll) a general trend 
toward 52-week selling and 1 2) a re- 
luctance on the part of tv advertisers 
to give up choice slots. 

CBS Tv Film Sales has sold the 
Xikita Khrushchev interview on a cost 
hasis to 23 U.S. stations and eight 
foreign stations or networks, includ- 
ing an East German) video outlet . . . 
CHS also sold / Love Mama to Na- 
tionwide Insurance Co. in 14 midwest 
and eastern markets . . . AAP's first 
department store tie-in with its Pop- 
eye cartoons attracted more than 2500 
children and their parents to Macy's 
department store in \ew York. Jordan 
Marsh of Miami ran a promotion this 
past week. 

INS-Telenews has sold four addi- 
tional markets of its Weekly Sens Re- 
view to Studehaker-Packard . . . 
Screen Gems' new trade and consum- 
er press editor is Gene Plotnik. for- 
merly with Billboard . . . AAP's new 
eastern sales manager is Al Sussman. 
who replaces the late Arthur Kalman 
. . . NTA Film Network staff addi- 
tions include Peter McGovern. direc- 
tor of promotion, and Harry Pertka, 
a sales executive. 




and completely covered 




If >ou want io "beef up" a campaign in 
mid-Ohio, cui yourself a piece of Pulse- 
inspected, prime cut. Grade "A." (We're 
first in any Monday-through-Friday quar- 
ter hour you want to name, day and or 
night.) Ask John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 
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MCA T\ is tying up loose ends 
of i's recent programing; coup 

the signing of Mickey Sp i 1 lane for a 
new svndicuted serie>. 

Still to he determined : who will 
handle the writing chores and who will 
I lav the role of Mike Hammer, Spil- 
lane's hard-boiled detective hero. 

The syndieator will offer 1)9 half 
hours to local and regional advertisers 
for fall airing. 

The series lias already been sold to 
the HKO Teleradio o&o's in New York. 
Los Angeles. Detroit, Memphis and 
Boston. 

Described \>\ MCA as the most 
sought-after tv film property in re- 
cent j ears, the Spillane series was 
wrapped up after Spillane turned down 
numerous offers seeking rights to bis 
property. 

Sales of the mystery writer's paper- 
bounds have reached more than 27 
million copies to date. 

Though Paramount Pictures in- 
tends to become an important sup- 
plier of film for tv. '"traditional 
theatre outlets have demonstrated their 



ability to continue as our basic source 
of revenue, although at reduced lev- 
els. Paramount President Harney 
Kalahari told stockholders. 

Kalaban also told stockholders at 
Paramount s annual meeting on 4 June 
that : 

• Pav tv is ''inevitable" because ris- 
ing tv costs are discouraging sponsors. 

• The company has been careful not 
to make "any premature deals involv- 
ing our pre- 1 948 film library."' Kala- 
ban said the companv is coming closer 
to a decision on the subject and added 
that Paramount s position is stronger 
for its delav. 

European set ownership is up con- 
siderably during the first five months 
of 1957. says Manny Reiner. TPA's 
foreign sales manager. 

Back from a European trip, Reiner 
said figures given him in nine Euro- 
pean countries show a jump from 7,- 
917.000 as of the first of the year to 
9.526,500 as of 1 May. 

England leads the continent by far. 
Reiner's figures showed, with 7 mil- 
lion tv homes as of 1 Mav. 



A new departure in co-production 
deals has been pulled off bv Screen 
Cems and six tv stations. 

The six are associated with the sv n- 
dicator as co-investors in the produc- 
tion and distribution of Casey Jones, 
a new half hour series about the fa- 
mous railroad engineer. 

The stations are \\ PIX, New York: 
KTTY, Los Angeles and the four 
Westinghouse tv outlets: KDKA-TV. 
Pittsburgh: WRZ-TV. Boston: KPIX. 
San Francisco and KYW-TY. Cleve- 
land. 

MA will be out shortly with its 
third package of 20th Century- 
Fox features. 

Dubbed "The Big 50.'" the package 
has abeadv been bought in a pre- 
release sale by WCBS-TY. New York. 

The new package, it was announced 
by NTA's sales v .p., Harold Coldman, 
is the first of a series of feature film 
groups to be offered at six-month in- 
tervals. Another 50. to be released in 
the fall, is expected to contain "high- 
budgeted"' features from leading inde- 
pendent producers. ^ 




K-.TOK delivers more than twice as many metro- 
politan listeners as its nearest competitor 



34°/e 



SHARE* 



MORNING & AFTERNOON 

(*IaJevl Hooper) 

K.JOE SELLS !!! Just one reason why 
our national advertiser volume is up 

847% over last year 

Merchandising — Personal Sales Calls 

Largest Audience — Lowest "CPT" in Shreveport 




K-JOE 

Sff Fnrjne far K-JOE 



Best shot 
the ye** 



"FALL FACTS BASICS is a 
basic everyday tool at GRFY 
because it provides important 
pertinent information on 
television and radio costs and 
programing. I don't know anyone 
in the timebuying business who 
can afford to do without it." 

Joan Stark 

Tiniebnyer, GREY advertising, X.Y. 



IN USE aOJUty 



01 

is a 1 ' 
FY I 
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AUDIENCE 



\ 

POWER 



TOWER 



COVERAGE 



New ARB lS-County study (April 7-13,1957) shows dominance of KOSA-TV. 
KOSA-TV leads all summarized afternoon and evening periods. 



H A V 




VALVCRDC 



> COW 



TOWER: 1013 feet above 

average city terrain 

POWER: 316,000 watts of 

.'•* maximum signal strength 

S r 

POPULATION: 348,000*% 
TV SETS: 87,000 



* share of audience 
** Sales Management, May 1957 



On the overall basis, Monday-Friday, between 9 A.M.-ll P.M., 
during the 280 rated quarter hours, KOSA-TV ranks first 187 
quarter hours or 66.8% of the total time. (It ranks second 82 
quarter hours or 29.3% of the time during the same period.) 

Call John E. Pearson Company today for the full facts on how 
to reach the three-quarter billion dollar area covered only by 
KOSA-TV. 




KOSA-TV 



CHANNEL 7 



ODESSA, TEXAS 

Represented by John E. Pearson Television, Inc. 



SPONSOR • 15 JUNE 195 i 



THANK YOU, SRDS, 
FOR YET ANOTHER 
PROOF OF SPONSOR'S 
DOMINANCE IN THE 
BROADCAST FIELD 



SRDS has newly released its study 
of agency and advertiser trade paper 
readership. 1 1 ere are some typical 
fi n dings: 

1 Broadcast magazines read for tv 
information: SPONSOR, 60.4%; 
B T, 53.2% ; TV Age, 40.2% ; Tele- 
vision, 34.2%. 

2. Broadcast magazines read by 
agency and advertiser personnel 
who regularly participate in selec- 
tion of radio station time: SPON- 
SOR, 66.4%: B T, 60.3%. 

3. Broadcast magazines read by 
New York advertisers for tv infor- 
mation : SPONSOR. 58.3%: Tele- 
vision, 33.3%; TV Age, 24.0%, 
B T, 19.4%. For radio information : 
SPONSOR, 46.0%; B T, 16.2%. 

4. Broadcast magazines read for 
radio information: SPONSOR, 
59.6%; B T,53.0%. 



THIS 
ISN'T 
WHAT 
YOU THINK 




HARRINGTON, 
RIGHTER 
Sc PARSONS, Inc. 



77221 "S.R.O." stands for what we give our stations 
listed below — "Specialized Representation Only". 

The uniqueness of each market— the individual character 
of each station — the particular kind of job the station 
delivers for a particular sponsor — that's where 
Harrington, Righter and Parsons concentrates 
manpower, time, skills and imagination. And — since a 
specialized, tailor-made job takes more of these than 
mass-produced run-of-the-mill representation — 
we focus our energies by — 

/. Restricting ourselves to the television medium 

2. Representing a limited list of outstanding stations 

3. It orking for quality television stations that 
appreciate ivhat specialized representation rat- 
do for them. 

This is a simple, sound line of reasoning — and it tL orks. 
By delivering most to the few, Harrington, Righter 
and Parsons today serves a group of eminent television 
stations. Perhaps other stations who share this same 
point of view would like to know more of the story. 



television — the only medium we serve 

WCDA-B-C Albany W 'A AM Baltimore WABT Birmingham 
WBEN-TV Bufjalo WJRT Flint WFMY-TV Grecnsboro/Winston-Salem 
WTPA llarrishurg WTIC-TV Hartford WDAF-TV Kansas City 
WHAS-TV Louisville WTMJ-TV Milwaukee WMTW Mr. Washington 

WRVA-TV Rich WSYR-TVS) ■racuse 



i',0 
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What's /i«/i/<CHifl£ in IJ. S. Cm eminent 
that affects sfuuisnrs, agencies, stations 



WASHINGTON WEEK 



15 JUNE 

C»p>Tl«hl 1(37 
SPONSOR PUBLICATIONS INC. 



Now that tin* Celler House antitrust subcommittee has had its %a\ about tlicin. CB> 
mill .NBC an* waiting I'ttr the other shoe to drop: The report of the FCC network 
sluily eoiniiiittee, which for the moment is hamstrung b\ in vitcd-w ituess trouble. 

1 lie filial report tliat came out of tlie subcommittee was u sinoothed-dow n \ersinu of the 
original. The strongest remaining parts meantime drew diwnts. 

Many of the harsh words remained anil one lone legislative reeoininenilation 
survived: Changing the Rohiii*on-I'atimiii Art so that network discounts ran he regulated. 

Celler did light off in a direction few suspected he wa« paithulai U concerned ahout: ad 
agencies, lie asked the Jnstiee Department to see whether there's any collusion 
belween the networks and agencies. 

The Brooklyn legislator's jabs at agencies in the report: 

• Agencies are granted 15'/ commission b\ the networks, hut no advertiser e\er saxes 
money by placing hnsiness directly with the networks. 

• Big agencies are getting bigger and that more and more business is being placed 
through fewer and fewer agencies. 

• The agencies must at all times remember they have a responsibility toward the 
public interest. 

The report's recommendations to the Justice Department included: 

A look-see at network option time and mnst-lniy policies, network program pro- 
duction and sales, with a view to allowing advertisers to pick their own station lineups and 
whatever the amount of hillings they elect. 

The report's strongest language was reserved for the FCC. but the actual recommen- 
dations to the commission were: 

1) Consider changing option time rules. I The Republican members of the subcom- 
mittee dissented on this suggestion. ) 

2) Adopt for itself a "code of ethics" to stop FCC members from discussing ca-es 
with interested parties and revealing how other commissioners planned to vote. 

The report, while inveighing against the i\ BC-Westinghouse trade-sale, multiple owner- 
ship of stations, longterm network talent contracts and insufficient liaison between the FCC 
and the Justice Department, did have some kind words. 

The networks were praised for pioneering in tv and providing good national 
programs. 



Even though Celler had to remove most of the sharp edges from his report, much of 
the material on which be relied for the deleted conclusions is still available for use 
by Dean Barrow's FCC network study committee. 

The House Commerce subcommittee, which is set to probe the Federal regulatory agen- 
cies, likewise can use it. 

On this score, Hep. Henry Keuss (D., Wis.) last week became the ?econd con- 
gressman to demand that the subcommittee delve deeply into the FCC's administra- 
tion of the laws under its jurisdiction. 

Reuss seconded the slashing attack launched again-t the FCC the preceding week b\ 
Bep. John Dingle I D.. Mich.) 



Hep. Oren Harris (I)., Ark.), chairman of the House Commerce Committee, 
apparently isn't going to let the FCC have any peace on the fee tv problem. 

Harris last week told the FCC that he wants it, in effect, to quote chapter and \er-e in 
the Communications Act supporting its recent conclu-ion that it did have authoritv to ap- 
prove fee tv. 
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GETTING THE MOST FRO 







If the Picture "Pops" 
It Has What It Takes 



Many a good film commercial has been ruined by a poor presenta- 
tion "on-air." If the picture "pops" out at you, has sparkle and dimen- 
sion, you know it's good. With modern RCA Film Equipment you can 
expect and get the highest quality reproduction and long term reli- 
ability in operation. 




., am ROOM 
WAS W° y 
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iCUR FILM DOLLAR 




Mow to Get the Kind of Picture 
Quality that Advertisers Want 

There are two ways to increase the quality of your 
film programs: 

(a) By using Vidicon film cameras 

(b) By using professional projectors. 

Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 
at all times. 



Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 



Whether you ore o station executive, program sponsor or 
agency man, you'll be helping the cause of goad film program- 
ming by advocating the use of up-ta-date film room equipment. 
Ask the RCA Broadcast Representative to show you our new film 
manual "Planning TV Film Facilities for Color and Monochrome." 





Trok[i) ® 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Canada: RCA VICTOR Company Ltd.. MoPtrtal 
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A ruund-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS I 



cJmitht^M? ^ 6 J er 8 ens P eo pl e won't discuss it, but there were strong indications this week 

sponsor publications inc. that McCann-Eriekson will succeed Robert W. Orr as the agency for that account. 

Moreover, this goodwill note figures in the situation: Reports from Cincinnati are 
that some P&G officials have put in a good word for Compton with their friends 
at Jergens. Although Compton has loads of P&G business, none of it apparently overlaps 
with Jergens' products. 

Department stores deep in rural areas credit tv for creating a boom in brand 
bras and fitted foundation garments. 

It isn't just that the farmer's wife is becoming figure conscious: It's that tv shows 
them the mechanical and aesthetic advantages of the new gear. 

Remember Parks Johnson — who originated the man-on-the-street program via Vox 
Pop in 1932? 

He got tired of just fishin' and is back in the business as correspondent for 
KTBC-AM-TV, Austin, from the resort town of Wimberly in the Hill Country. 

This bit of purported dialogue between Henry J. Kaiser and Sam Goldwyn is 

making the Madison Avenue rounds this week: 

KAISER: How about coming out here to Honolulu for a few days rest? I'll send 
my plane for you. 

GOLDWYN: Look, Henry, I know you want my picture for your television show. 
I can tell you over the phone right now my price is $10 million. 

Hollywood studios eventually may gear themselves to a revenue structure some- 
what similar to the book publishing business. 

There the hardback often serves simply as a prestige builder, a shill for the paperbound 
that brings in the real boodle. 

Similarly, theatre exhibition might become largely showcasing, with tv as the main 
source of income. 

Station operators from the early days of the business have been alert to the impact 
of a trademark. How good are you at identifying this current radio-tv sample? 

1. Tillie, the Cow 11. Ohio River Steamboat 

2. Little Hayseed 12 . Alligator 



3. The Swing Girl 13. The Apple 

4. Big Aggie 14. Woodpecker 

5. Mermaid 15. Thomas Jefferson 

6. The Big Cheese 16. The Lion 

7. The Rooster 17. The Flamingo 

8. The Black Cat 18. The Little Bear 

9. The Bee 19. Little Scottie 

10. Policeman 20. Boxing Gloves 



Jot down your guesses and check them against the answers on page 72. 
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Season's Greetings* to Boh 




35 




Rochester's 5 
Most Wanted* Men 

"WANTED . . . by audiences and advertisers 

. . . because they make WVET's 
unique programs of music, loved by 
all . . . and every hour news . . . 
NUMBER ONE in Rochester radio for 
reception and response. 




ROCHESTER, N.Y. 
1280 K. C. 5000 WATTS 

Represented Nationally by 
THE BOLLING COMPANY 




GEE! 



That's some 



rug cleaner!" 

Commercials on WCN-TV have 
a way of getting results — because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WCN-TV case histories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

-WGN-TV 



Channel 9 
Chicago 



HYPO SPOT TV NEEDS 

(Continued from page 35) 

ideas are of first magnitude. Thai is 
when the seller traditionally pockets 
his order book and puts on his think- 
ing cap. goes to the prospect with a 
complete, dramatic plan for action. 
Radio has done it in the last few years, 
stirring up a draft that television fell. 
Now a number of spot Iv sellers are 
themselves engaged in this "go-in-with- 
a-plan" approach, and the effects are 
beginning to be fell. At the buyers' 
end, such salesmanship is welcomed. 
The adman can always use ideas. 

A big step in assisting the creative 
sidesman is the I.D. cost-per-1.000 
"sales call" data chart just worked out 
by TvB. (See "Spot television basics,"' 
sponsor, 8 June, page 65). It gives 
spot tv selling new dimensions and 
new benchmarks. Costs-per- 1,000 and 
average ratings in varying numbers 
of markets at different times of the 
day can be seen at a glance along with 
new figures on audience composition. 
The data from which this chart was as- 
sembled is on IBM cards at TvB so 
that advertisers may quickly work out 
any combinations of buys. 

With hard, creative sell as the major 
hypo, here are some other stimulants: 

Stations must come up with im- 
proved proofs of performance — deeper 
research, more convincing presenta- 
tions, well promoted documentations 
of results. 

Stations must look to their stand- 
ards. "It's pretty irritating when 
you're about to make a spot buy.' : one 
adman put it to sponsor, "and you just 
know for sure that somewhere along 
the line you're going to get triple- 
spotted. Or some station is going to 
let your announcement run back to 
back with a competitor." 

Spot television must merchandise 
itself as a medium. It must get its mes- 
sage through to the advertisers. George 
Huntington, director of sales develop- 
mnt at TvB, thinks tv should exploit 
itself with tv. "Print media are using 
television to promote themselves," he 
said, "so why shouldn't television? It 
could reach directly out to advertisers 
with short announcements saying no 
more than. "Did vou know that eight 
million homes watch television 10 
hours a day?" 




MORE 

radio homes at the 

LOWEST 

cost per home are 

DELIVERED 
by WSUN 

than any other station in the 

HEART of 
FLORIDA 

(check vour Xeilsen No. 2; 

WSUN RADIO 

ST. PETERSBURG - TAMPA 

Represented By VENARD. R1NTOUL & 
McCONNELL 
Southeastern: JAMES S. AYERS 



5000 w 



Best Buu 

9 




THINGS HfcPPEl^ 



Best Buu 

KT31 

KLAMATH FALLS, OREGON 

Ask -the Meeker Co. 



II 50 K C 
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Famous on the Georgia Scene 




MARTHA BERRY SCHOOL, where students pay for their 
education through the fruit of their own labor, is in north- 
west Georgia, near Rome — a region fully covered by WAGA- 
TV, famous on the Georgia scene, too. Reaching 60 counties 
with a population of nearly 2 million, WAGA-TV's tallest 
tower, maximum power, top ARB and Pulse ratings make it 
the leading television station in the Southeast's No. 1 market. 





waoa-tv 




STO RE R BROADCASTING COMPANY SALES OFFICES 

NEW YORK-625 Madison Ave. • CHICAGO-230 N. Michigan Ave. • SAN FRANCISCO-1 1 1 Suiter St. 




Represented Nationally by THE KATZ AGENCY, Inc. 




HOT 



buy in 
El Paso! 



"SHERIFF OF COCHISE" 

Alternate Mondays* 

9:30 - 10:00 P.M. 
TELEPULSE 39.0 




(in Top 15 shows) 
Follows Ford Theatre — 43.5 
Precedes Wyatt Earp — 30.5 

•With White King Soap 



Call Branham 
or Dick Watts at 

KROD-TV 




Channel 4 
1 EL PASO, TEXAS 



CBS 

AFFILIATED with KROD-600 kc <5000w 
Owned Cr Operated by El Paso Times, Inc 



Rtf> N*tion*U* by tht BRANHAM COMPANY 





Ocl.-Nov. 1956 Hooper 
Av. share 7AM-6PM 

WRMA 27.6% 

Second station, 21.4% 

*Signed off 4:45PM during survey 

Exclusive Market 

The only Negro station 
in a Central Alabama 
area with 53% Negro population 

WRMA 

Montgomery, Ala. 

Judd Sparling, Commercial Manager 
Joseph Hershey McGillvra, 
National Representatives 



Reps at work 



Frank DeRosa, NBC Spot Sales, Chicago, thinks that there's a \er\ 
important point which hasn't been emphasized enough in spot radio 
—the preparation of copy. "Much has been said about ratings, the 
use of local personalities, and saturation schedules," Frank says, 
'"hut how about the memorability of the commercial message? Ex- 
tensa e thought, time and expense 
goes into the preparation of tv 
commercials, print ads and bill- 
board ads. Perhaps so much em- 
phasis is placed on these ads be- 
cause they are visual and must be 
informative, eye-appealing and en- 
tertaining. But exactly the same 
treatment should be given the ra- 
dio commercial to make it ear- 
appealing, informative and stimu- 




lating to the imagination- 



-leaving 



a memorable listener impression. 
The excellent commercials in the past year or so of Pepsodent. Con- 
tadina, and Beechnut Gum, among others, combined with their spot 
buying formulas, took full advantage of radio's great advertising 
potential. More success stories for advertisers can be written 
through the use of carefully thought out commercial messages than 
for saturation campaigns with strong local personality programs." 



Dick Hayes, The Branham Co., New York, says that '"the continuing 
studies being made by Branham reveal that no less than eight out of 
10 daytime tv spot advertisers insist upon 'minute' announcement 
schedules. But tv stations are limited in the number of choice day- 
time minute availabilities because of network commercial commit- 
ments and the consequent competi- 
tive conflicts. So. some advertis- 
ers must settle for less than the 
best minute schedules.'' Dick 
points out that there are advertis- 
ers who must adhere to minute 
film commercials because of spe- 
cific product problems. "To them 
the full minute is a necessity in 
doing a good selling job for the 
product,"' Dick observes. "But 
many other daytime advertisers 
can use 20-second and 10-second 

announcements as effectively as minute spots and yet do not. They 
completely overlook the wide selection of brief spots by their short- 
sighted policy. These 10- and 20-second announcements have been 
attractively priced by television stations to reach the maximum num- 
ber of housewives at an extremely low cost-per-1.000. Many adver- 
tisers should investigate this as yet untapped source of sales." 
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You COVER the market at MINIMUM cost 
in UNCLE JERRY'S CLUB on WBEN-TV 




Since 1955 over 3i)00 youngsters 
have appeared with "Uncle" Jerry Brick, 

genial emcee - and "talent scout" to 
Western New York^ budding entertainers. 

\ 

\ 
I 

WBEN-TV 



Sure, there's a COVER and MINIMUM at "Uncle 
Jerry's Club" . . . but it works in your favor ! 

This weekly Children's Program has been enjoyed 
every Sunday morning for the past two years by 
hundreds of thousands of youngsters and adults. 
They find the variety-entertainment of talented 
tots a high-spot of leisurely Sunday viewing. 

And you'll find it the right spot for your product 
promotion ! If you want to reach children and 
people interested in children — and who doesn't? — 
you'll do it quickly and economically by partici- 
pating in Uncle Jerry's Club. 

Our sales department and our national representa- 
tives, Harrington, Righter and Parsons, will 
be happy to arrange a table for you — up front at 
ringside ! Contact them for costs and availabilities. 



channel 



4 



CBS in Buffalo 



THE PIONEER STATION OF WESTERI 



E W YORK 
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GEE) I'm going to 
try that candy!" 

Commercials on WGN-TV have 
a way of petting results— because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and H atching. For proof, let our 
specialist? fill you in on some sur- 
prising \\ GN-TV case histories 
and discuss your sales problems. 

Put "GEE!" in your Chicago sales 

w WGN-TV- 



IN 

MONTGOMERY 
ALABAMA 
IT'S 

WCOV 
RADIO 

for 

• POWER 

(10,000 watts) 

• NETWORK 

(CBS Radio) 

• LISTENERS 

(Check any Survey) 

GET THE FACTS 
from 

Adam Young, Inc. 
James S. Ayers 

WCOV RADIO 




Tv and radio 
NEWSMAKERS 




Wayne Coy has been named president and 
director of Twin States Broadcasters, Inc. 
(WFMB-AM&TV, Indianapolis.) The two 
Indianapolis stations along with WTCN- 
AM&TV. Minneapolis, were recently ac- 
quired by Time. Inc. From the time of his 
graduation from college in 1926 through 
World War II. Coy was active in the news- 
paper field and then later in government 
service. Following the end of the war he became assistant to the 
publisher of the Washington Post and also in charge of that paper's 
radio operations. In 1947 he was appointed chairman of the FCC 
and held that position for over four years. In June 1952, Cov joined 
Time. Inc. as radio-tv consultant. He later became president and 
general manager (also 50'/c stockholder) of Time's KOB-AM&TV, 
Albuquerque. New v. p. -gen. mgr., WFBM group is Eldon Campbell. 

William B. Caskey has been made execu- 
ti\e vice president of WPEN-AM&FM, 
Philadelphia. Caskey has been upped from 
the position of vice president and general 
manager of WPEN. He joined the station 
10 years ago as promotion and public rela- 
tions director. Subsequently he was ad- 
vanced to the posts of program director, 
assistant to the president, general manager 

and then v. p. and general manager. Caskey was an early advocate 
of the music and news programing format for radio. Along with 
Caskey's appointment, WPEN this week also upped Murray Arnold 
from assistant station manager to station manager. Arnold has been 
in broadcasting for 27 years in varied phase? of the business includ- 
ing announcing', as production director, advertising-promotion-pub- 
licitv director and program director for WIP Radio. Philadelphia. 

Reginald P. Merridew is the new man- 
aging director of WJ W. Cleveland, and Jack 
Kelly, former managing director of the sta- 
tion, is moving to Storer's New York sales 
l - office. Both moves were announced this 

: "*" \""\^^^ week by William E. Rine, vice president 

\ * for all Storer radio operations. Merridew, 

^\__ IJ^ a graduate of Bucknell University, entered 

the broadcasting industry in 1937 as an 
In 1942 he became a member of the staff of WGAR, 
He spent 15 years with that station serving as chief 
announcer, production director, program director and director of 
operations. In October of 1955 he resigned to become v. p. in charge 
of sales and public relations for Crown Hill and Sunset Memorial 
Park in Cleveland. Kelly who has been managing director of WJW 
since 1954 has a wide background in broadcasting and advertising. 
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Cleveland. 
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bless their cotton pickin' little hearts! 



No, we don't mean these little pea pickers bein' measured . . . but low overhead 
Robert Hall, nationally-known clothing chain. KXLA "suits" 'em 'cause 

it measures up with folks who buy bales 'o duds. Yep, stuff moves fast when you 

use KXLA, most listened to 24-hour country and western music station. 

10,000 watts covering the greater los angeles market 




Represented nationally by Burke-Stuart Co., New York, Chicago, Detroit, Los Angeles San Francisco 
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Why is spot ignored? 

There was >ome justification for the tendency of trade pub- 
lication* and advertising columnist.'* to ignore spot tv and 
radio back in the days when neither published their billings. 
Today spot tv has TvLTs reports; spot radio has the SRA's. 

It is bard to understand, therefore, why these two major 
and growing media continue to be ignored in the graphs pre- 
sented to the industry. A recent issue of one of our contem- 
poraries, for whom we have great respect, carries a detailed 
bar chart in color giving ad expenditures in eight media. 
The chart excludes spot tv and radio. 

Oddly enough, to get figures for network radio, which has 
no dollar report, the publication went to the trouble of ask- 
ing RAB for an estimate. But it left out spot radio when fig- 
ures are available. In fact in the same issue — many pages 
further hack — the publication carried a few lines to the effect 
that spot radio billings were 40. 5S ahead for the first quar- 
ter of 1957! 

We just don't understand it. But, having successfully 
waged a battle to get the air media to supply dollar figures 
in the first place, we won't rest until they are accorded their 
proper place in all quarters. 

ANA study won't "blow over" 

Agencies who are inclined to dismiss AXA's present study 
of the commission system as something which will just "blow 
over" (like the ANA study of the 1930's) may be in for a 
rude awakening. One thing that's different this time: tv. 

There is a quiet determination among many major tv cli- 
ents to: (a) do something to end the flat 15 r r commission on 
programs agencies do not produce; and to (b) find a new way 
to compensate agencies for all phases of their service. 

This does not mean clients are critical of agencies or the 
job they're doing — only of the compensation system. 

If agencies fail to gauge the intensities of sentiments for 
change among certain large advertisers, they will he caught 
short. Agencies should now be actively at work exploring 
the possibility of change — whether major or minor. Or they 
should be working to document the advantages of the status 
quo with point-by-point specifics. 
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THIS WE FIGHT FOR: How big is your bud- 
get next year for radio and tv commercials'? In 
the press of decision-making for programs and 
time, don't forget the single most important 
air media basic: the commercial is the payoff. 



lO-SECOND SPOTS 

Snap, crackle, pop: A baby alligator 
sent by a Florida vacationer to a secre- 
tary in a Madison Avenue agency has 
resulted in an all-out organizational 
drive for the latest information on the 
care and feeding of alligators. Biggest 
problem facing agency researchers — 
ailligator doesn't like being put in 
water. Call for Dr. Dichter! 

Co where you go: A German radio 
manufacturer has introduced to U. S 
motorists the Blaupunkt-Blue-Spot Hi 
Fi car radio which, it claims, will pla) 
FM under bridges and through tun 
nels. Adding a new dimension to out 
of-horne listening: The bridge and tun 
nel audience. 

Channeled: An overwrought time- 
buyer, feeling the need for analysis, 
was referred to a psychiatrist on East 
60th Street. Upon entering the plush 
ground floor reception room, the time- 
buyer was greeted by a svelte recep- 
tionist who indicated three doors. 
'"Take the door that matches your in- 
come." she told the tiniebuyer. The 
first door was labeled 830,000 to $75.- 
000: the second, $15,000 to $30,000; 
the third. Under $15,000. He took the 
third, wandered down a corridor, 
made a sharp U-turn, and suddenly 
found himself out on COth Street again. 

Alas, poor Yorick: Recently there has 
been a movement among morticians" 
groups to limit drastically the right of 
members to advertise. Oh. well, it 
would be a tough business to write 
singing commercials for anyway. 

Headline: From A*. 1". Times — 

U.S. WEIGHS ASKING 
TIME ON SOVIET TV 
FOR EISENHOWER 

Mav Seek 'Full Reciprocity" 
For Interview On CBS 
Granted Khrushchev 

'Full reciprocity' — is this another word 
for 'equal time'? 

Road test: At the Bloomfield Hills, 
Michigan, headquarters of MacManus, 
John & Adams, a 1957 Pontiac Star 
Chief Catalina is on tap for visitors. 
Thev* mav drive it before or after ap- 
pointments, are furnished with a map 
detailing scenic attractions of the area. 
iXow the reps will have something to 
do while waiting to see the limebuyers. 



It's your move... 

to the TOPS in 

Cleveland Television 

WJW-TV 

CHANNEL 8 




GREATER CLEVELAND 
the nation's 5th market 
in total retail sales* 



A CLEVELAND LANDMARK WELL-KNOWN TO 
VIEWERS THROUGHOUT NORTHERN OHIO 



GREATER CLEVELAND 
the nation's 7th market 
in population... 
and still growing" 




WJW-TV 

Represented Nationally by the 
Katz Agency 



GREATER CLEVELAND 
the nation's 6th market 
in net effective 
buying income* 



More productive local program- 
ming on WJW-TV. Top feature 
films for participating sponsors, 
including 20th Century-Fox, 
Columbia and Selznick groups. 



A BASIC AFFILIATE OF THE 
CBS TELEVISION NETWORK 
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TIME 



MONDAY 



TUESDAY 



WEDNESDAY 



THURSDAY 





the SWING is to _ _ . - 

Kansas City's Most Popular and Most Powerful TV Station 



KMBC-TV 



televiS'O 

DON DAVIS, President 
JOHN SCHILLING, Executive Vice M 
GEORGE HIGGINS, Vice Pres. & Sa 
MORI GREINER. Manager of Televis 
DICK SMITH, Manager of Radio 



and in Radio, it's 



KMBC of Kansas City— KFRM^r the State of Kan: 



